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Phone: ENgieweed 4-§200 


* USERS OF IBM EQUI MENT: Adapt your facilities to the use of D 
Mail. We shall be glad to show you how. Call or write for particulars. 
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THE LETTERPRESSMAN 


PAPER 
is the base of 
his job 


The Pressman checks sample sheet 
on the run. He is the ‘‘makeready"’ man 


... checks ink, paper, impression. 


NEW 
HUDSON GLOSS 


This new Hudson Gloss is brighter, 

with an extremely high gloss. ideal for 
recipe booklets, travel folders, house 
organs and broadsides ...on both flatbed 
and rotary letterpress. Specify this 
inexpensive, fine performing paper 

for clean, sharp 120-line tull color 


or monotone halftones. 


Externational 
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FINE PAPER AND BLEACHED BOARD DiVvition 


220 fast 4204 Street, Now 
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multi-billion 


The mail-box marketplace provides the largest and 
most selective consumer ‘'circulation"’ you can find, 
if you draw your prospects from lists developed and 
maintained by The Reuben H. Donnelley Corporation. 
For the Donnelley Consumer Family Lists, most com- 
plete and accurate national coverage ever compiled, 
include virtually every consumer family in the country. 


From these lists you and your dealers can select as 
many prospects as you want; decide where you want 
them and when you want them; and count on Donnelley 
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dollar 


for prompt, efficient mailings—even including the 
planning and the preparation of them. 


This way, you have full assurance that you're putting 
the right direct-mail messages into the right mail boxes 
at the right time—and at the right cost. You know you 
have all the ingredients that make for success in the 
multi-billion dollar marketplace. 


We will welcome an opportunity to go over your direct 
mail plans with you at any time. 


DIRECT MAIL DIVISION 
THE REUBEN H. DONNELLEY CORPORATION 
CHICAGO: 350 E. 22nd St. 


NEW YORK: 305 E. 45th St. 
LOS ANGELES: 727 Venice Blvd. 
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DIRECT MAIL PROGRAMS 
MAILING SERVICES 4 
CONTEST JUDGING 
PREMIUM MAILINGS 
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The 


HITES 


youve ever seen! 


NEW HAMILTON 
STARWHITE 


TEXT & COVER 


This is the paper so white it defines every tonal value 
with magnificent clarity so white that drop-out 
halftones become breathtaking studies in contrast 


This is the paper with which you can achieve effects you 
never could before. Illustrations and photographs are so 
}-dimensional they seem to burst the bonds of the paper! 


This is the paper that's the discovery of the year—the 
paper to use for utmost fidelity of reproduction, utmost 
brilliance without loss of richness or warmth. The star 
promotional pieces of the future will be printed 
on Hamilton Starwhite! 


See your Hamilron Text & Cover Merchant 


or write direct for swatchbook and samples 


“Hamilton Papers 


W.C. Hamuton & Sons, Miquon, Pa. Offices in New York, Chicago, Los Angeles 
Plan the design with paper in mind 


HAMILTON TEXT & COVER PAPERS include Starwhite + Carousel + Andorra 
Victorian + Louvain + Sheffield + Gainsborough + Weycroft + Kilmory + Vellum 
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The 


Direct Mail 


RTtIS IN G 


reporter 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
THE ONLY MAGAZINE DEVOTED EXCLUSIVELY TO DIRECT MAIL 


Volume 18 Number 5 September, 1955 
DEPARTMENTS 


Cover portrait by Jean Raeburn 
COVER STORY 


Salute To The Convention 
DMAA 38th ANNUAL CONVENTION General Chairman 


CONVENTION EXHIBITORS . . . . . . 1 | 


a salute, even without that title . . 
for all the things he has done for 


A Special Convention Time Report: by Henry Hoke 
“THE PAST, PRESENT & FUTURE OF DIRECT MAIL ADVERTISING” direct mail. 
SETTING THE SCENE . - 31 The face on our cover belongs to 


LETTERSHOPS START IN THEUSA. . . . . . 32 David L. Harrington, president and 
33 chief executive othe er of The Reuben 


THE START OF ORGANIZED PROMOTION East 
22nd Street, Chicago 16, Ilinols 
THE CRUSADING TWENTIES . . . . . 42 
previous conventions of either the 
THE LEAN YEARS ‘ ‘ 44 MASA or DMAA. (He was one of 
THE THIRD PHASE OF PROGRESS . ° 47 the earliest workers in both.) Many 
THE FOURTH PHASE OF PROGRESS. 47 more will meet him for the first time 
in Chicago when he chairmans the i 
SUPPLEMENT opening luncheon on September 12 2 
ALL FAILURES ARE “ONETIMERS” fy John Howie Wright. 54 So well give you a brief sketch of é 


his bae kground., 


WHAT PEOPLE LIKE IN A LETTER Jack Carr . 58 
IT’S IMMATERIAL by Jack Carr wD Dave was born August 4, 1894 
Sto ( owa, i “ 
THE MAIL ORDER REVOLUTION. by George J. Cullinan. 64 
rough prade an igh sehoos 
THE FUTURE OF DIRECT MAIL David W. Margulies. 
THOSE LITTLE GOLDEN LISTS hy Lau rence G. ¢ haut ° . ° 79 ~ hool of agree ulture at lowa State 
THE PHSYCHOLOGICAL APPROACH Ernest Dichter 91 College, he became a wheat farmer 
ALL LETTERS ARE SALES LETTERS fy John Yeck. 94 in western Canada. 
x x x In 1922 he returned to lowa 
REPORT OF MASA’S AUGUST CONVENTION . . |. 100 where he became associated with a 
brother-in-law m an automobile 
Henry Hoke owner mailing list business. This 
Edvter end Publisher business was sold to The Reuben H 
| M. L. Strutzenberg F. Stern H. L. Mitchell Donnelley rt 
Dudle Lufkin Henr H k r. ion thanapger o an whiieti 
y 4 corporation continued to operate in 
Field Editor Advertising Manager oe 
\ 
| evada, lowa. 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, 1927 saw Dave transferred to ame 
at Garden City, New York. Subscription price is $6.00 ao year. Re-entered as second closs Chinen . ndinctis wr of ie) 
matter at Post Office at Garden City, New York, under the act of March 3, 1897. Copy- ee ee eee a 
right 1955 by Henry Hoke. Western Sales Office: H. L. Mitchell & Associotes, 3087 Saturn Donnelley Direct Mail Division P 
4 @ Avenue, Huntington Pork, California, LUdlow 5-4668. plants in’ New York, Chicago, Los 
The Reporter is independently owned and operated. But in addition to thousands of Angeles and Nevada, lowa. In 1952 a 
regular subscribers, all Members of the Direct Mail Advertising Association receive The he was made general manager of the fa 
Reporter as part of the Association service. A portion of their annual dues pays for Donnelley Direct Mail Division. and ‘is, 
the subscription 
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NVELOPES 
t0 
match 
your 
mailing 


(our mallings will really strike “pay 4 
Mailed in Cupples Personalized er 
 ‘rsonalized envelopos ar | ned to increase the 
sotivenass of y ailings so as to lend that 
so necessary to get readability. 
Department and let them prepare 


designs Wamwur next mailings, at no cost to you. 


upples 


envelope co., inc. 

360 Furman Street + Brooklyn 1, New York 

Offices in Boston, Washington & Philadelphia 
TRiangle 5-6285 


he built this division into one of the 
largest organizations of its kind. 

In 1943 he was made vice presi- 
dent, and in 1945, after election to 
the board of directors, he became 
chairman of its Executive Commit- 
tee. In 1951 he became president 
and chief executive officer. 

Dave finds time for many outside 
activities. He is a director of the 
Illinois State Chamber of Commerce. 
a member of the Industrial Com- 
mittee of the National Association of 
Manufacturers, as well as being a 
member of the American Arbitra- 
tion Association and the Citizens 
Board of the University of Chicago, 
and many other civie and business 
organizations. He is a past presi- 
dent of the Chicago chapter of the 
MASA. 

He has devoted much time to 
worthy fund raising drives .. . 
among them Provident Hospital and 
the National Fund for Medical Edu- 
cation. In 1952 he received a dis- 
tinguished service award from the 
American Cancer Society for his ef- 
forts in directing approximately 
4,000 volunteer solicitors in the Chi- 
cago Communities Division. He has 
served in many community fund 
campaigns, 1953 seeing him chair- 
man of the General Business Divi- 
sion, made up of 2,400 workers. 

He is a member of the board of 
trustees of the Glenwood School for 
Boys and is a director of the Off. 
The-Street Club. His club member- 
ships include The Executives’ Club 
of Chicago, Fin ‘n Feather Club, 
Olympia Fields Country Club, 
Huntington Valley Country Club in 
Philadelphia, Chicago Athletic As- 
sociation, and Flossmoor Country 
Club. Of both of the latter two clubs 
he is past president. He is a mem- 
ber of Kappa Sigma fraternity and 
Gamma Sigma Delta honorary fra- 
ternity. 

For relaxation, Dave Harrington 
likes hunting, fishing, gardening . . . 
and golf. At one time he served as 
vice president and a director of the 
Western Golf Association. 

He and his wife, Blanche, live at 
2510 Gordon Drive in Flossmoor, 
Illinois. Their one son, Edward, ar- 
ranged to give them the title of 
grandparents three times. 

You now have his background. 
When you meet him in Chicago, 
you'll know why the convention runs 
so smoothly. He's friendly and 
makes people feel that it’s fun to 
work with him. In other words, he’s 
a good organizer. 
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The 10 MOST 


REMEMBER, a little while ago. when you said you'd give 


anything to be back in a competitive Buyers’ Market 
again? Well, Brother, youre in. 


And it ws wonderful. But challenging, too. With all 
kinds of new problems that can't be left kicking around 
too long unanswered. Like sales costs — how many times 
have they doubled in your business? Like getting more 
sales for man-hours spent beating the bushes. Like getting 
more sales coverage in widened sales territories. Like 
lighting fires under dealers and distributors. 

One of the best moves you might make im finding an 
answer would be to read the booklet offered in the cou- 
pon below. This booklet describes a unique service that 


has brought valuable benefits to leading corporauions in 


Accounts 
Now Served AIR TRANSPORT ASSOCIATION OF 
AMERICAN AIRLINES, ING 


partial list ently BROWN COMPANY 
Names of other well DOW JONES & COMPANY, INC 
known companies 
on request. GENERAL ELECTRIC COMPANY 


Air Conditioning Division 


HEWIET-ROBINS, ING 


THERE’S 


PLease ME a copy of “The Story.” 


Name 


Title 


Attach to your business letterhead and mail 
to the Dickie Raymond office nearest you 


PROFITABLE MINUTES of Your Year 


AR TNA LIFE INSURANCE COMPANY 


News Printer 


FASTMAN KODAK COMPANY Industral Division 


IRON FIREMAN MANUPACTURING 
MONKOR CALCULATING MACHINE 


diversified fields — through application of proven methods 
in direct advertising and sales promotion 

While this booklet admittedly tells about as — what 
Dickie-Raymond ts, and what we do — it is written in 
your terms too. It explains the increasingly Hniportant 
role of direct advertising in selling to selective markets. 
It shows how direct mail, properly apphed, can take the 
air out of inflated selling costs — by pre-conditioning pros- 
pects, by generating leads that convert more readily into 
sales, by increasing “call frequency” where personal cov- 
erage os thin. Tt shows how direct mail scores high read- 
ership in the markets you want most to reach 

Vake ten: imutes to read “The Dickie-Raymond Story”, 


You may be glad you did! 


THh NATIONAL SHAWMUT BANK OF BOSTON 
AIK EXPRESS DIVISION, RAILWAY EXPRESS ACENCY NEW YORK STOCK ENCTIANGI 


AMERICA OLIN MATHIESON CHEMICAL CORPORATION 


Arms and Ammunition Division 
PAN AMERICAN WORLD AIRWAYS 
PEPPERELL MANUPAC TURING COMPANY 
PIT NEY BOWES, ING 
PLYMOUTIE CORDAGE COMPANY 
RAILWAY EXPRESS AGENCY, ING 


THE GRAY MANUFACTURING COMPANY Audograph SHERATON CORPORATION OF AMERICA 


ALEXANDER SMITH, INE 


COMPANY SYLVANIA ELECTRIC PRODLOCTS INC, 


COMPANY THE WALL STREET JOUMNAL 


Dickie-Raymond 


Sales Promotion Counsel 


Direct A dvertising 


NEW YORK BOSTON NEW HAVEN 
225 Park Avenue 470 Athantn Avenue 109 Church Street 
MU rray Hill 4-5610 HAncock 6-5560 Slruce 7-456 
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ER NAMES MEN MA ORDER NAME WOMEN (Cont'd MA ORDER NAME MEN & WOMEN 
Ane 700 000 $1250 M N 0—P Pia 294 000 $1250 N 2 Mai! As 37M 
Boot 78 OOO 500M N 22-—Rose 8 Buye 384 000 2.50 M N 225 y M 
Acce y Buye 200 00 500M N 24—Bootk Buy To Ea Money N ; elf Tea , 
67—Lawn P 300.000 13.00 Home—100,000 250 M 808 000 5.00 M 
No. 68-—Lawn Product Buyers—2 Million 12.50 M N 56— Tes plie 54000 M N ty Buy 39 000 500 M 
N ed Buy 500 600M N 62—Draperies & Buye 2!0,000 1250 M N ‘ ty 175.00 500 M 
N he ewe 30 000 N 40 He 6 43 
NO. 167—Birth Announcemt. Buy.—201 M 12.50 M N e © Ne 
SPECIAL LIST RECOMMENDATIONS N 73—Neediewort 110 M 15.00 M N 56 ewares A 2 x 350 M 
Se alos hoe N 18—-House P Buye 17 000 5.00 M N 69—Wearing Appe 
We he ated No. 216 ee Buys 9000 1500 M N 10—Ca Hous 
screened No. Buye 25.000 5.00 M 475 2 M 
No. 2\8—Baby Feeding Table Buy No. 68—Prayers & ‘'Faith'’ Book—298,000 14.50 M 
' 200 006 500M 53—Metaphysical Publica 
seve you time N 2245 000 150 M 62 00 175M 
- N w Mage mM N #2—N ¥ 
» Ref O06 $12 4 2749..Mare e 8 N 4-6 2 A 
A) ‘ Expire @ 000 a00 Buy 70 500 M N 222—Pia * 40 M 17 
30 M 15.00 M No. 250-—-Ma jer Appare!—3,000,000 12.00 M No. 226—N 0 M 
Workshop Too! Buyers—€0,000 15.00 M BABIES, BABIES, BABIES 
8 Buye 2.000 700M Yo. Fishing e 6 10 00 
Ree Mow 2 00% 600 M New mothers Direct Mail No. 292——Arth Trea 200 M 15.00 M 
Me , x mM They buy ’ ’ es, birth a ince No. 317—Pers. Health Prod. Buy —100 M 15.00 M 
e WN y Buy 40 000 500M able verware N Se by Ma IM 
Farm Sawmill Equip.—30,000 15.00 and agazine by mail 330 A 47.000 M 
» § 4 y N 4 How 7 Boot 8 43 000 0M 
“ 26 ) N ria 33 100 
4 N 354 Pa LL Buy 40 OOF 2.50 M 
0M No. 253-—-Baby Prod. Buy —!,215,000 $1250 M Book 8 45, 00 M 
folde M 20.00 M No. 260—Low Wore Appare No. Book seer MA 
H Buve 45 5.00 M 2 4 60 9000 0 
M Buy.—-60,000 15.00 M No. 265—« wel Buyers—340.000 12.50 M 
M 1350M No. 266—Househ'd Prod. Buye % M 1250M THE GROWING OLDER-AGE GROUP 
» & thew e No. ‘ «+1750 M 
N Buy ver 6,275,000 60 j T 
14 500M 80 00K 5.00 M people end 
40 OOK 500M N 44k } an expanding 
i 64 00 0M 42 OO 500 M market, w j Ma 
M e Buy N } N Buye 46.000 15.00 M Try these 
150 N 388 —W Appare Buye lists. | 
f 75 000 150 M 200.00 15.00 M 
Awl N 407 —Wiv Executive 200 000 5.00 
A Boot M “ay No. 409—Bookkes No. 366—Children's Fun Magazine— 
Boot Buve mM 4 00% 250 M 25,000 $15.00 M 
4 17—Prefat ent ‘ 
M 00 M No. 41|—Baby Products Buy.—250,00 13.50 M Buy.—25,000 
Mall Investment Cllents—22 M 17.50 M No. 415—Silverw'r Pre ye 220 M 150 M ng, M 
- 000 15.00 M No. Buy 28 M 4 190 W Mag 
be N 4i7 T Buy 00 150 M Weekly 
4 N 418 Buy. 68.000 13.50 M 30 M M 
A y 65,000 15.00 M No. 8 00 150 M Yo. 410 
| Equip. Buy No. 42 pstick B 90 000 3.50 M 
10 M 500M No. 422 j 8 65 000 150 M veig 
Sous 42 000 600M) No. 423—Fa A 46M 1250 M 900 
No. 424— Fa 2,000 3.50 M ore ‘ 
= 150 M N 4444 Pia 
ROGER NAME WOMEN N 40.006 150 000 
iP Buye No. 42%8—Home Sew 45,000 13.50 No. 446—TV Wave Trap Buye 2 M 
100 000 $12.50 M No. 430-—Coffee Maker Prem. Buy—952M 13.50 M y 4 
N wort Me. of No. 461—Wood Fence Buyers—47,000 15.00 M 
N Bk. Buy 5600 M 1350 M N 462—Novel'ty sift Buye 30 OO 500 M 
N sda. Buy.—5SO0 M 12 M No. 434 How Make Money No. § Me Put 
sdae! Buy 24 00 Home by Sewing” —30.000 1350 MI 
Maternity Appare! Buy 33) 13.50 M N 457—W er Buye 2 000 150 8/7 OOO 30M 
80,000. $15.00 M No. 459—K Book Buyers—15,000 15.00 M M 
w N we Pre Buy 62 M 12.00 M 525 Pras. 8 45 00% 
by 000 150 M No. 509—W Mag t 0M 15.00 M 8 x M 
4 OK 250 M No. $10—Wome a Buy 900M 00 M Yo. 529-—Bat 6 330, OK M 
Buye 500M No. § Bea 80 00K 600 M No. 530—C ’ 8 600 006 a M 
200M Me. 430M 1500 M N jy Buy 30 000 
f No. w Mail 6 55 M i500 M 
50,000 2.50 M N 4 Mao Buy 290 000 5.00 M ECIA 
Buye 245m 1250 M MA RDER NAME MEN & WOMEN No. 150—Men-Women, 60 to 85—5,500M $15.00 M 
‘ were N Si—Mail Buye 60 to 85—200 000 M 
750 000 12.50 N 6—Hobby Magarine 50 000 $'5.00 N 7—Retired People “x M 
& Lece Buye #9 000 2.00 M N 7—Mailbou Marker Buye 75.000 1500 M No. 200—Fa wne Moa 50 000 M 
Needlework & Ya 210.000 15.00 M N 2—Act. ABH Ins. Pliyhde 200M |5.00 M No. 215—Farr plement P M 16.00 M 
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N 24 Credit Card Holde 5000 $13.50 M 
N 259— Korear Vetera 350 000 15.00 M [ 
No. 280 siler ub Me ers—60,000 15.00 M 
No. 28 P wners—6,700 15.00 M 
No. 359—Bonafide "Rermer Names— 
500 000 15.00 M 
No. 30—High In Farmers—90,000 15.00 M © 
382—Cattle Equipment uyers 
66.000 1250 M © 
No. 383—Reaistered Cattle Mag. Subs 
25,000 500 MO 
N 393—-Ag. 8 Se e Pros. M 15.00M 
N 3194— Western Ranch wners—59,000 15.00 M [ 
No. 395—Farm 15.00 M | 
N 532— Newlyweds 50,000 20.00 M 
N 533—Hospite Patie 250 000 20.00 M 
No. 534—Engaged Couple 50.000 20.00 M 
N 535—< ege Alur fficers 
224 000 20.00 M 
N 536—Women ut 3 
48,000 20.00 M 
No. 537—Ladie Aid—Office 28 000 8.00 M 
N 538—Grange Membe & Officers 
225 000 
No. 539—4H Club Membe Office 
200 000 8.00 M 
No. 540—Recent Inductees—200 000 8.00 M O 
No. 541—C ege Alu 45 & back 
740,000 800M 
No. 5446—Golf, Country ( b Memt 
150 M 0.00 M 
No. 549—Opportun Seeke 82,000 15.00 M 
No. 550—Male Class Mag. Sut 95 5.00 M 
No. 554—Attorneys—!75,000 15.00 MO 
No. 555—Passenger Car Owne 
5 000 000 20.00 M 
No. 557—Brides—2,000,000 yearly 20.00 M f) 
No. 563—Churches by Der ation 
101 000 15.00 M 
No. 565—Wealthy Farmers—!00,000 1750 M 
No. 566—Officia Town under 10,000 
100,000 750M [ 
No. 567—H e wne 2,000 000 850M CO 
FARMERS 
Want to te the farme 3,734 ,000-pius 
names ore ed any f them ere al } 
- ready Mail Order buyers. |! has been a | 
good year dowr n the fa so reach | 
them now—by 4 
N 568 ewive Urbe Rure 
2M $15.00 M 
No. 570— nity ecke 500 000 5.00 M 
N 572—? es'a butor 00.0 20.00 M 
No. 573 Ww e 2! 1,000 750 M 
No. 574 era A es—300.000 15.00 M 
N 575—We | jue 25.000 20.00 M 
N 576 wr Wh 70 000 20.00 M 
No. 577—A 23,000 20.00 M 
N A Pu 45 000 20.00 
No 580—Bank 000 17.50 
N Sas sree Upper ncome 
a5 M 270.00 M 
N 588—Charmbe f erce Members 
210.000 0.00 M 
No. 5970— ege Stude 500 000 5.00 M 
N $92 D wne Westerr State 
350 000 20.00 M 
N e $7,500 & us 


2,575,000 


N 594.Farmers & Rar 


20 
he 2,000,000 15.00 


e Re Wive 
300 000 
596—H P e Ave 
3 500 
599—Bible Cams ( 
600—Evangelica ayme 
60!|—Evangelical Ministe 
654M 0.000 
655—Bank P e|—-250 000 
665—Teache 
670 000 
666 w Folk e Sta 
5,000 
668 Se A ey 6,000 
672 5 jer Me 350M 
Workers— 
775,000 
688 PTA 25,000 
690—C p M be 
220,000 
693-—Veterar Me 232 M 
695—Charitable Inst ns— 10,000 
696—Ma Lodges 8 000 
697—Labor Leade 5 
702—P e Chiefs, National—2,500 
703—Kindergarte 000 
705 parden t Nationa!—5 000 
712—Clut en Joiners—'87,000 
Livestock Ranchers—60 000 
ege Dear 800 
Voce. Ag. Teachers—i0 M 
120—Summer Camp Managers—7,000 
722—Civ Service Emg yee 
400 000 
723—O We Drillers—9,000 
724—Fa U ns, Coos OM 
728-—Fishe e 278 000 
73 Libraria 22.000 
738—Boat, Yacht Owne 14.000 
743—Poult Farmers 40,000 
749—Che t 75 000 
r A ation 4.000 
753—Camera 1.200 
759—Canadian Ranchers— 
120 M 
760—PTA Membership—500 000 
9—Children 6 s.-3 y 50 000 
¢ piled Birth Name 
4,000 000 
7A—Baby Premium 8B 600 000 
7B—Baby Product 450 000 


COMPLETE, LOW COST 


$/3.50 


MAIL SERVICE 


Really complete mailing services | e 
planning t e jelivery are 
f the Heart of America. Price ha 
ate friends for the asking send 
samples for e ny pe 
needs. 
97—Childrer Meg st M $1250 M 
0—Child 300.000 1250 M 
th Names—5,000 000 1250 M 
6] 
20 250 M 
2\8—Baby Fee 3 Table Buy 
200 M 5.00 M 
220 ris Mag 300 000 500M 
233 is Magazine Ex 787,000 15.00 M 
253—-Baby Buye 2'5,000 27250 
54—Ne Birth Name 
200 M Month 250 M 
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75 $ 
Baby 750 Of 150 M 
Bronted Baby Shoe Buyers— 
65 000 12.50 M 
8 17.000 $13 M 
pe 22M M 
Mea 
70 00K 500 M 
p & Manag 
660, 000 20.00 M 
Rated i 000 15.00 M 
Mig Pils 37 500 M 
New Deale #5 000 000 M 
5 000 500M 
30, 006 5.00 M 
Financial investment Clients 
1750 M 
" Buyer 50000 2000 M 
sdia pa 
2 MM Write 
ge A Buy 4 MM. 2000 M 
100 
Eng 5 000 M 
Tra i WN 0M 
5 } M 
Bee Reta 370 000 
65 M 750 M 
Butchers, Meat Markets 
155,000 15.00 M 
Reta andy ‘ 40 000 20.00 M 
x 270.00 M 
Ww ke OOF 70.00 
8 - 2,000 1M 
Retail Drug 52, 0M 2.50 M 
—Indep. Grocery Stores 
65,000 1250 M 
jependent Sur srket 
7,000 25.00 
Adve Manage qe f 
5 000 20.00 M 
b Flee w 
00 25.00 M 
Bult N 4M 2000M 
De 80 000 0M 
A Re 2 00 
Hardware Rela 45 500M 
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1430 GRAND - KANSAS CITY 6, MO. 
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the superiority 
Manifest Bond 


SUPERIOR TEXTURE — Proven In 10 Seconds! 
You need only feel the smooth, printable quality 
surface of Manifest Bond! 

SUPERIOR COLOR Proven In 10 Seconds! 
Compare under natural or artificial light. See 
instantly the brighter, whiter, cleaner quality of 
Manifest Bond! 

SUPERIOR STRENGTH Proven in 10 Seconds! 
It'll take no longer to find out how much stronger 


Manifest Bond is than most other economy 
sulphites! 


SUPERIOR PERFORMANCE Provenin 30 Seconds! 
Your Eastern merchant can show you in one-half 
minute how the 
dimensional stability and micromatic trimming 
of Manifest Bond insure smooth feeding, sheets 
that take ink evenly—look like a lot more than 
they actually cost! 


to your complete satisfaction 


If you’re willing to spend one minute to find out why Manifest 


EASTERN 
Mente 


Bond is preferred...call your Eastern representative today! 


Manifest Bond 


“QUALITY WITH ECONOMY" 
A product of Eastern Corporation « Bangor, Maine 
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(Te orter of 


DIRECT. MAIL 
ADVERTISING 


224 Seuenth Street City, NA Telephone. Sroneer 6 


You have in your hands, the 


September 1, 1955 


18th Annual Convention issue 


prepared by this editor. 


The material is somewhat different than in the past few 
years. Instead of a "How To Think* feature about some 
phase of direct mail ... we've prepared a historical 
(mot hysterical) review of the happenings during the 
past forty years, tied-in with the present and future. 


We think this comes at an appropriate time ... for there are so 


many newcomers in the 


direct mail field, and even the 


memories of "oldtimers" have grown dim. 


Hope you all enjoy the reminiscing and the prophecies. If you 
have any criticisms, questions or suggestions after 
going through the material, write to us. 


As in past convention issue 


features ... we suggest that you 


Start at the beginning on page 31 and continue through 
(with appropriate rest stops) to the end. Skipping, or 
back-to-front reading will get you confused. 


And, again we repeat: The Reporter staff will be headquartered 
in the Bungalow on top of the Morrison Hotel during the 
convention. Open Sunday noon, September llth and con- 
tinuing until after closing luncheon on the l4th. Come 
visit us anytime. You'll always be welcome. 


Henry Hoke/1ls 


A MONTHLY MAGAZINE OF IDEAS AND INFORMATION 


Cordially 


Henry Hoke 
Editor and Publisher 


FOR BUSY EXECUTIVES WHO USE LETTERS AND PRINTED PROMOTION 


+ 
: 
- iy 
in 
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CONVENTION TIME TABLE {i 


HOTEL MORRISON @ CHICAGO, ILLINOIS @ SEPTEMBER 12, 13, 14, 1955 


FRIDAY 


September 9? 


DESK 
. to help 


4:00 P.M. HOSPITALITY 
OPENS (First Floor Lobby) 

you plan your free time in Chicago. Find 
out where to go, what to see & do. Desk 


remains open Saturday and Sunday 


SUNDAY 


September 11 


12:00 Noon: REGISTRATION DESK 
OVENS (First Floor Lobby). Will re 


mam open until & PLM. 


MONDAY 


September 12 


8:00 A.M.; “BEST DIRECT MAII 
ADVERTISING” CONTEST WINNERS’ 


BREAKFAST (Cotillion Room) 
winners will receive award placques. Gold 
Mail Box Award & Henry Hoke 
Presiding: Elon 


Award 
will be presented 
Horton (Advertising Federation of Amer 
ica), chairman of Contest Judging Com 
mittee, Award winners are honored guests 
Other delegates invited tickets avail 


able at Registration Desk for $3.00 


DESK 


Remains 


8:15 A.M.; REGISTRATION 
onl NS hur sf Floe Lobby) 


open all day 


10:00 A.M.; CONVENTION EXHIBITS 
OPEN (Ballroom & Parlors). See list of 
4 exhibitors on page TK. Be sure to visit 


their booths for new ideas 


10:15 A.M.; OFFICIAL OPENING 
MEETING. (Constitution Room). Presid 
ing: Charles S. Downs (Abbott Labora 
tories), Convention Steering Committes 
chairman. Keynote address: “Management 
Looks At Direct Mail and the Distribu 
tion Picture” by Lawrence G. Chait (R. I 
Polk & Co.) (ddress: “The Postal Serv 
ice Through The Eyes of DMAA And 
NAPUS” by Ralph Mayo (National Assn 


of Postmasters of the UL S.). 


11:30 A.M.: VISIT EXHIBITS (Ball. 


room & Parlors) 


12:15 P.M.: OPENING LUNCHEON 
(Constitution Room). Honorary general 
chairman: Homer J. Buckley (Robertson, 
Buckley & Gotech, Ine.). Welcome & 
Introductions: David Harrington (Reuben 
H. Donnelley Corp.), general convention 
Arthur W. Theiss 
(Patroit Life Insurance Co.), DMAA 
president. Address: “Taking a Reading 


On Direct Mail Readership” by Leonard 


chairman. Presiding 


Raymond (Dickie-Raymond, Ine.). 


Wives Activities 
The HOSPITALITY DESK (first 
Floor Lobby) will provide complete 
information on where groups will 
meet, ete., for the following wives’ 
activities. Chairman: Alice Burnham 
(Newman - Rudolph Lithographing 
Co}. 


MONDAY, SEPTEMBER 12th 


Mid-Morning: Get Acquainted Coffee 
Klateh (Morrison Hotel) 


12:00 P.M 
Restaurant. 


Lunch at Kungsholm 


Afternoon: Kungsholm Puppet Opera. 
Performance of “Rigoletto.” 
Evening: (et Acquainted “Chuck 
Wagon” Party. Join convention del 
egates in the Morrison's Constitution 
Room for an informal party. 
TUESDAY, SEPTEMBER 13th 
10:00 AM: Tour of Merchandise 
Mart 
11:30 AM: Lunch at Henrici Res 
taurant (Merchandise Mart) 
2:30 P.M. “Cinerama Holiday.” See 
this production at FEitels’s Palace 
Theatre 
Evening: Dinner & Entertainment 
Join convention delegates in the 
Morrison's Terrace Casino for din 
ner and production of “Oklahoma!” 


WEDNESDAY, SEPTEMBER 14th 
Morning: Open for shopping tours 
and visits to points of interest. Sug 
gestions: A walk down Michigan 
Ave., along the “Magnificent Mile” 

A trip through Marshal Field's 
Hospitality Desk (First Floor Lobby) 


will recommend other points of in 


terest, 

Afternoon: (Convention closing lunch 
eon. Join convention delegates for 
luncheon in the Morrison's Terrace 


Casino 


2:15 P.M. “HOW TO WRITE SUC 
CESSFUL LETTERS” (Embassy, Cotil 
lion & Rooms) 
Martin Baier (M. P. Brown, Inc.). Ses 


Burgandy Chairman 


sion includes: “How To Sweep The Cob 


webs Out Of Your Letters” by L. E. (Cy) 
Frailey; and “How To Write Direct 
Mail Copy That Sells” by B. L. Mazel 
(B. L. Mazel, Ine.). 


3:40 P.M.: V ISI I EXHIBI i | (Ballroom 
& Parlors). 


4:40 P.M.: ANNUAL DMAA BUSINESS 
MEETING (Embassy, Cotillion and Burg 
andy Rooms). Presiding: Arthur W. Theiss 
Co.), DMAA 
Report of 


(Patroit Life Insurance 


president. Meeting includes 
Nominating Committee; election of Board 


of Governors, ete. 

5:30 P.M.: VISIT EXHIBITS (Ballroom 
& Parlors). 

7:00 PM: GET! ACQUAINTED 
“CHUCK WAGON” PARTY (Constitution 


Room } 


TUESDAY 


September 13 


9:00 A.M.: VISIT EXHIBITS (Ballroom 
& Parlors). 


9:30 AM. “HOW rO PRODUCE 
QUALITY DIRECT MAIL ECONOMIE 

ALLY” (Constitution Room). Presiding 
Roy Rylander + oy Rylander Co.). Ses 
Follies” 
presentation by the Washington, D. ¢ 

Money On 


sion = includes Production 
delegation; “How To Save 

Addressing & Mailing” by 

(Lemarge Mailing ‘Letter 
Processes—-When & How To Use Them” 
by Giles MeCollum (Reuben H. Donnelley 
and “How To Save Money On 


M. Kix rnan 


Service) ; 


orp.) ; 
Printing” by George 


(George F. MeKiernan Co.). 


11:30 A.M.: VISIT EXHIBITS (Ball 


room & Parlors). 


12:15 P.M.: LUNCHEON RECESS 
Open for private group luncheons. Among 
groups holding luncheons Associated 
Third Class Mail Users. Will hold their 
Annual Luncheon Meeting in the Const 
tution Room. Not included in regular 
DMAA program but DMAA delegates 
may attend by getting tickets at special 
ATCMU Desk in First Floor Lobby 
4TCMU Luncheon Speaker 
D. Johnston (chairman of | 
fee and Civil Service Committee), who 


will talk on “United States Postal Manage 


Senator Olin 


S. Post Of 


ment.” 
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2:30 P.M: FOUR CONCURRENT 
SPECIALIZED CLINICS 


1 FUND RAISING (Madison Room) 
Chairman: Robert N. Cox (Natl. Society 
for Crippled Children & Adults, Inc.) 
Clinic includes: “Lists Can Be Gold 
Mines” by Mrs. Elizabeth Imhoff (Tub 
erculosis Institute of Chicago & Cook 
County); “Mechanized and Personalized 
Fund Raising With Electronics” by Father 
Bede Fredrich, S.D.S. (Student A posto 
late Office): and “Person To Person” by 
William M. Proft (William M. Proft 


lates) 


2. INDUSTRIAL DIRECT MAIL (Vene 

tian Room). Co-chairmen Fdward N 
Mayer, Jr. (James Gray, Inc.) and H. ¢ 

Henderson (MeGraw-Hill Publishing Co.) 

Clinic includes “How We Use Direct 
Mail To Solicit New Customers And Find 
New Uses For Established Products” by 
William W. Lewis, Jr. duPont de 
Nemours); “How We Use Direet Mail To 
Obtain Qualified Leads For Salesmen And 
Soften Up Prospects” by Robert F. De 
Lay (American Air Filter Co., Inc.) : and 
“How We Use Direct Mail To Obtain Ac 

ceptance of Our Products & Influence 
Thinking” by James F. Maloney (Alu 


minum Co. of America) 


3 MAIL ORDER (Cotillion Room). Co 
chairmen: Thomas J. McElroy (Catholic 
Digest, Inc.) and Joseph Vergara (Harper 
& Brothers). Clinic includes: “Mail Sell 
ing of Merchandise” by George Cullinan 
(Alden’s, Ine.): “Mail Selling of Books” 
by Jerome S. Hardy (Doubleday & Co.) - 
“Mail Selling of Subscriptions” by Walter 
Grueninger (Dun & Bradstreet, Inc.) ; and 
a Question & Answer period with officers 
of the Chicago Circulation Round Table 


joining spe ake rs 


1 DIRECT MAIL IN THE COORDINAT 
ED ADVERTISING PROGRAM (Em 
hassy & Burgandy Rooms) 
H. B. Geddes (R. L. Polk & Co., Ine.) 
Clinic includes: “Direct Mail's Part In The 
Dealer Advertising Program” by Howard 
Haas (Mitchell Manufacturing Co.) : 
“Don't Forget The Retailer Has His Point 
Of View” by S. H. Rose (Grand River 
Chevrolet Co.) ; and “Can Direct Mail Pro 
fit From Motivation Research?” by Arthur 
Martin Karl (Names Unlimited, Ine.) 


Chairman 


4:30 P.M.: VISIT EXHIBITS (Ballroom 
& Parlors) 


7:00 P.M.; DINNER & ENTERTAIN 
MENT (Terrace Casine Includes musical 
production of the Broadway hit “Okla 


homa!” 


SEPTEMBER, 1955 


WEDNESDAY 


September 14 


9:00 A.M.: VISIT EXHIBITS (Ballroon 
& Parlors) 


9:00 A.M.: TWO CONCURRENT SES 
SIONS: 


1. CIRCLES OF INFORMATION (Con 

stitution Room). Chairman H. Kurt 
Vahle (Cupples-Hesse Corp.). Session in 

cludes: Informal tables manned by experts 
in many phases of direct mail. An op 
portunity to circulate throughout the room 
and stop at any table which interests you 
Tables include following subjects Copy 

Letters, Copy-Promotion, opy-Catalogs 
List Users, List Brokers & Compilers, Tests 
& Testing, Offers & Prices, Color In Direct 


thon Tables covered ine luce Advertising 


Promotion, Agricultural Equipment — Sup 
plies & Sales, Business & Financial Set 
vices, Business Magazine Circulation, Con 
sulting Services & Agencies, Fund Raising 
General Magazine Circulation, Heavy 
Equipment, Insurance Sales & Sales Leads 
Mail Order Catalog House & Foods, 
Manufacturers Selling To Dealers, Manu 
facturers Selling Through Inquiries & 
Salesmen, Manufacturers Selling To 
Wholesalers, Office Equipment, Pharma 
ceuticals, Publishers Book Sales, Retail 
Stores, Seeds & Nurseries, Suppliers & 
Producers Transportation & Resorts 
Wholesalers Selling To Dealers 


11:45 A.M.: VISIT EXHIBITS (Bal! 


room Parlor s/ 


12:15 CLOSING LUNCHEON 


Terrace Casino). Presiding Arthur W 
Theiss (Patriot Life Insurance Co.) 


DMAA president. Introducing N ec w 


HOSPITALITY DESK 
PRESS ROOM 


throughout convention } 


display throughout convention 
BLURGANDY ROOM 
CONSTITUTION ROOM 
COTILLION ROOM 
EMBASSY ROOM 

MADISON ROOM 
TERRACE CASINO 
VENITIAN ROOM 

THE REPORTER SUITE 


Where To Find It! 


REGISTRATION & INFORMATION DESK 


CONVENTION EXHIBITS (On display 


“BEST DIRECT MAIL ADVERTISING” 
CONTEST WINNING PORTEOLIOS (On 


For additional information and Chicago Points of Interest, ask 


the Hospitality Desk, kirst Floor Lobby. 


First Floor Lobby 
First Floor Lobby 


Second Floor 


Ballroom, First Floor 


Walnut Room, Second Floor 
Veczanine Floor 

First Floor 

Mezzanine Floor 

Vezzanine Floor 

Third Floor 

Lower Loblhy 

Second Floor 


Bunealow, Morrison Root 


Mail, Postal Laws & Regulations, Produ 
tion Economies, House Magazine «, Catalog 
Design & Production, Art & Layout 


Coupons & Sampling 


2. THE MARKET PLACE (Cotillior 
Embassy & Burgandy Rooms) Chairman 
kdward Slocum (Advertising Publica 
tions). Session includes: Informal table 

each re presenting a business or industry. An 
opportunity to meet new people in your 


own business, exchange ideas and informa 


DMAA Offieers & Board of Governors, & 
retiring ofheers & beard {ddres How 
lo Apply Sales Principles To Your Direct 
Mail” by Jack Lacy (Lacey Sal Institute 

Finale: “Come To New York October 1 


2, 3, 1956” 1996 DMAA Convention 


2:30 P.M: BITTER-ENDERS CLAM 
BAKE (Cotillion, kimbha Hurpgand 
Rooms) Informal farewell yvet-togethe 


Dutch treat 


res 
1 
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SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge has what you need . . . a bat- 
tery of automatic machines capable 
of inserting as many as 12 pieces into 
one envelope .. . crews of experienced 
people to sort and tie mail accurately 
and speed your postal deliveries 


More and more mailers who want 
fast, economical, quality service are 
turning to Lemarge .. . the Mid- 
west’s leading mechanized mailing 
organization. 


One of our representatives will gladly 
help on your next mailing. Phone to- 
day and get acquainted. 


LEMARGE maine service 
4175S. Jefferson Street 
7, Minois 


FLOOR PLAN LAYOUT 


OF EXHIBIT SPACE 


Comvent on 
sen Mote! Chicago 


GRAND BALLROOM 


AND PARLORS 


Convention Exhibitors 


Addressograph-Multigraph (Booth 8-14) 
American Automatic Typewriter (Booth 56) 
Appleton Coated Paper Co. (Booth 66) 
Russell FE. Baum, Ine. (Booth 52-53) 
Buckley-Dement (Booth 41-42) 
B. H. Bunn Co. (Booth 35) 
Central Envelope Co. (Booth 25) 
Challenge Machinery Co. (Booth 44) 
Collamatic (Booth 34) 
Columbia Envelope Co. (Booth 32) 
Commercial Controls Corp. (Booth 26) 
Ralph C. Coxhead Corp. (Booth 15) 
Cupples-Hesse Corp. (Booth 60) 
Davidson Corp. (Booth 54) 
Dennison Manufacturing Co. (Booth 28) 
Diamond Match Co. (Booth 3) 

Reuben H. Donnelley (Booth 46-47-48) 
Dwight Brothers Paper Co. (Booth 37) 

Eastern Corp. (Booth 50) 

Elliott Addressing Machine (Booth 72-73) 
Env. Mfg. Asan. of America (Booth 38-39) 

Felins Tying Machine Co. (Booth 49) 
Filmotype Corp. (Booth 21) 
Garden City Envelope Co. (Booth 
Gaw(Y Hara Envelope Co. (Booth 
General Binding Corp. (Booth 62) 
Goes Lithographing Co. (Booth 17) 
Halber Corp. (Booth 55) 
W. C. Hamilton & Sons (Booth 2) 
Harris-Seybold Co. (Booth 6-7) 


Heco Envelope Co. (Booth 43) 
Heyer Corp. (Booth 22) 
Allen Hollander Co., Ine. 
Inserting & Mailing Machine (Booth 70) 
Insert-O-Matie Corp. (Booth 61) 
International Bus. Machines (Booth 30.31) 


(Booth 


International Paper Co. (Booth 68-09) 
Jahn & Ollier Engraving Co. (Booth 59 
Lettercraft (Booth 23) 
Magill-Weinsheimer Co. (Booth 63) 
Manz Corp. (Booth 1) 
Miehle Printing Press Co. (Booth 64-65) 
Minnesota Mining & Mig. (Booth 64-65) 
Mohawk Paper Mills, Ine. (Booth 71) 
National Bundle Tyer Co. (Booth 27) 
nuArt Co. (Booth 65) 
Northwest Paper Co. (Booth 24) 
Peninsular Paper Co. (Booth 20) 
W. S. Ponton, Inc. (Booth 18) 
Reply-O Products Co. (Booth 19) 
Robertson Photo-Mechanics (Booth 45) 
Runkle-Thompson-Kovats. (Booth 58) 
Rylander Co. (Booth 33) 
Tension Envelope Corp. (Booth 4) 
Thomas Collators, Ine. (Booth 29) 
Transo Envelope Co. (Booth 36) 
Veritone Co. (Booth 5) 
W. H. Watt Advertising Agency (Booth 16) 
Whiteford Paper Co. (Booth 67) 
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Phone: HArrison 7.1030 

16 

Ge 


We'll greet you in person at 
the MORRISON...Stop by at 


SPACE 


where we have PRIZES and SURPRISES 
in store for you! 


And while you're in Chicago, come out and visit our most modern of en- 


velope plants You'll be very welcome and you'll be glad you came! 


AROEN Ciry Envetore Co. 


3001 NORTH ROCKWELL ST, CHICAGO 16. ILL 
TELEPHONE COrnelia 7.3600 


| 
~ 
WELCOME TO CHICAGO... 
salute you on the occasion of your 
4 
4 
i 
7 2 
ae 
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an Sal 


Envelope” says’ good sales-letter deserves an 
attention-getting SALES ENVELOPE! 


4 


Sarit 


HECO ENVELOPE COMPANY * 4500 Cortland St. Chicago 39 


ig? 


ate 
HECO's SALES ENVELOpEs 
22 Th bright Color and Cleve, desig, 
If ™Mpel Otten tj 
YOU have Clever sq) 70n. 
letter deserve, 90d Sales 
velope aes En. 
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Hammerm 


The leader 


irk 


osts no more 


other waterme 


ni 


ERM, 
BOND . 
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The Brightest Colors Stay That Way 
On Hammermill Offset 
Whiter, brighter and mor opaque than most offset 


papers, Hammermil! Offset recreates beautiful colors 


It has exceptional ink 


Printers also 


with striking realism 
receptivity and dimensional stability 


appreciate its freedom from fuzz and lint, its fine 


Printed on Laurel 


performance on the press. Get Hammermill Offset 
in Wove 


Linen in your choice of weights and sizes 


Handmade, Homespun, Pearl, Laurel or 


HAMMERMILL OFFSET for the finest color printing 


Manufactured by 


Hammermill Paper Company + Erie, Pennsylvania 


ence Hammermill Off cet 


Be 


build Jat “We mail millions of Reply-Q- “The Cincinnati Enquirer is a 
Reply-O coutvibutes WHAT ABOUT YOUR Letters... our salesmen be strong believer in Reply-O-Let. 
throughout the world...” cess.” hers... 

Dale Y. Ecton Barney G. Cameron, Circ. Dir., PICTURE, sir? D. Bobb Slattery, Vice Pres. Charles W. Staab, Cire. Dir., 
Direct Mail Mar., TWA N. Y. Herald Tribune Penn Mutual Life Insurance Co. Cincinnati Enquirer 


iS YOUR DIRECT MAIL PICTURE 
CLEAR, SHARP, WELL DEVELOPED? 
These men will tell you that any direct mail problem can be brought into focus 
with REPLY-O-LETTERS, which now work for more than 400 major advertisers. 
These men corral leads, sell subscriptions, books, even paint and air freight. 
4 And they do it well, and economically with REPLY-O-LETTERS. 


: You, too can get more out of your direct mail. More replies, more sales, more 


By “They understand our problems. action. See us at BOOTH # 19 at the DMAA Convention. Let's talk about your “We use Reply-O-Letiers con. 
4 pleasure 10 work with direct mail picture, sir. Perhaps we can be of help. 
Reply-O.” 
Albert Marmon, Sls. Mgr., Start R. M. Thompson, 
Neon Div., Bus. Mgr., 
Broadway Maintenance Corp. Transport Topics 


” , been a customer for almost “Our sales campaigns ave built “I like their product. Lhnow it “Reply-O helps get leads for our 

Jay Hughes, Circ. Dir. Alan Deyoe, Dir. of Circ., Robert A. Fergusson, Pres., Henry Hoke, Publisher, C. R. (Bob) Pope, Dir. Mail Mgr., | 
+ ped Magazine / Popular Mechanics Magazine Rust-Oleum Corp. The Reporter of Direct Mail Adv. Remington Rand, Inc. Be 


YOU'RE 


Retting in your » RE TT “his 
Te and “n held are PLY-O-LE ER 
cy co WW 7 Central Park West “4 
e New York 23, N. Y. 
to 
lo 
reply-o-letter ‘Rites. : Please send me a copy of your booklet, we 
; “IT WAS ANSWERS THEY WANTED.” 
THE REPLY-O PRODUCTS CO. ; 
New York 23, N.Y. = Attach this coupon te your letterhead and mail tedey 
Offices Boston * Chicago * Cleveland * Detroit * Toronto : . 
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The job’s 
not finished 
until it’s 


Maybe we're prejudiced . . . but it's 
beyond our understanding how an 
advertiser (especially a direct mail 
advertiser, the most sensitive of his 
breed!) will painstakingly put to- 
gether a self-mailer . . . choose his 
illustrations with infinite care... 
write and rewrite his copy ... badger 
the printer to achieve exactly the 
effect he wants . . . sit on the binder’s 
bench to see that the trim and fold- 
ing are microscopically true . . . and 
then send it out without sealing! 


Before you send out even one more 
sel{-mailer investigate automatic seal- 
ing. You'll learn that seals 

1. add coler and sparkle 

2. hold in an extra insert 

3. have psychological “open-me" appeal 

4. impart importance to any mailer 


And seals do all this at trifling 
extra cost and almost 
no expense in time! 


Write today for free 
illustrated booklet about 
how Seal-O- Matic 

can help you. 


50-R East Wesley St. 
South Hackensack, N. J. 


Exclusive vsers in 

the New York 
Automatic Sealing Service 
11S Christopher 


| We welcome your direct mail ideas and news items for this department. Send all material to 


| Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 
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THIS FIRST SHORT NOTE was writ- 
ten last to explain a few unfor- 
tunate omissions in this issue. Because 
of the 
necessary to shorten 
hold Reed-able Copy 
Order Day until October 


then 


of feature study it 
Short Notes and 
and My Mail 
So watch for 
along with a complete 
report of the Direct Mail 
Convention (September 12, 13, 14). Also 
the production department didn't 


length was 


them 
Chicago 


leave much room for the California 
MASA Convention You'll find 


a boiled-down version on page 101 


report 


eee 


DIRECT MAIL IN FRANCE IS BOOM- 
ING ... or at least booming for one 
firm, Didot-Bottin Co., 1. Rue Sebastien 
Bottin, Paris (7), France. This reporter 
enjoyed assistant manager 
Daniel J. Verge (in New York after 
winding up a 6 month trip around the 
Bottin’s 
Famous for 


meeting 


world) and hearing all about 


amazing operations years 
as France's leading directory publish- 
ers (just about every type of directory 
you can think of covering 90 na- 
flourishing 
Div 


volume of 


tions), they've also got a 
Direct Mail Advertising 
handles a 
work. Some of it 


style things being done here. A 


which 
staggering crea- 


tive tops the same- 
piece 
printed on rice paper caught our eye 
Almost solid overall ink coverage 

smooth and beautiful. In recent 
Didot-Bottin has income 
of around 452,047,000 franes ($1,294,520) 
after 115,- 


You can see that the 


years 
had a gross 
with a net profit taxes of 
616,000 ($330,329) 
direct mail and directory business is 
good in France 


eee 
“GRANDFATHER OF MODERN BUSI- 
NESS” is the personal definition Chester 
A. Jaqua gives to a Chairman of the 
Board in the latest issue of The Jaqua 
Way, of Jaqua 
101-11 Garden St., S.E. Grand Rapids 2, 
Mich 
that 
chair, he's turning it over 


Advertising Co., 


His personal editorial announced 
after 32 years in the president's 


to his son, 


chairman of 
he'd 
“grandfathers of 
The 


year of 


Elected 
Jaqua 


Robert E. Jaqua 
the board, the 
ranks of 


business.” 


elder said 
joined the 
Incidentally, 
29th 


one of the oldest house 


modern 
Jaqua Way is now in it 
publication 
magazines in the country. And one of 
our continual favorites 


ANOTHER CONTINUAL FAVORITE 
of ours is the monthly titled 
Graphic Artery, published by W. T 
Peck & Company (lithographers), 1036 
Spring St., Philadelphia 7, Pa. A small 
it never fails to pre- 
that 


missle 


folder-type h.m 


sent at least one item holds our 


complete interest gives us a lift 


It’s written in a breezy, informal style 


as though the writer really meant 
it. But the 
that 


for a printer 


cline her, we 
title 


guess, 18 


Perfect 


intriguing, clever 


THE PUBLICITY DEPT. of Standard 
and its affiliate 
(both of Detroit, 


Accident Insurance Co 
Planet Insurance Co., 
Mich.) has 


public 


published another good 
booklet for 


dedicated to the 


relations company 


agents. Ten pages are 


idea that “quality insurance does not 


cost it pays,” and gives the agent 
how he erves 
Standard 


Dept. does one of 


a boost by explaining 


a client in many ways and 
Planet's Publicity 


the most effective publi jobs 


relation 
insurance field 


make it 


in the entire this 
little booklet 


effective 


will even more 


— 
eee 


name of a 
Wolf 


has the mes 


KOLLECT-VELOPE is the 
simple mailer now being sold by 
Detroit Envelope Co 
sage printed right inside 
Actually, it’s the 


old V-Mail .. . but 


the envelope 
same format as the 


is swell for col- 
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the fully automatic sealing machine | 


Of.ces Boston * Chicago * Cleveland * Detroit * loronto 


Quite a few people nowadays know how to make an 


How you can mail IBM machine dig data out of a carded list. But Jack 


Cole said 


SELECTIVELY “Look, instead of using IBM to get this or that fact 
about a list why not set up a dummy card with 
holes that represent all the basic characteristics of the 

to as many as kind of people a mailer is looking for? And then why 
not ‘IBM’ that card right across the board so that 


26 MILLION every time it meets its image it pulls those particular 


cards and builds ITS OWN made-to-order list as 


FAMILIES al” 


The Chicago Mailing list Company calls this method 
of prospect-finding the Select-O-Nomic system. Here 
at Names Unlimited we call it such an important 
development in successful list building that we were 
delighted to become its authorized representatives. We 
believe that by adding this service to our many others 
we can help the user of direct mail even more com 


plete ly 


aa : From an up-to-date list of 26,000,000 familic across 
a the nation, Select-O-Nomic helps you pick your most 
—< ys - likely buyers according to their average incomes, race 
standards of living, clas of neighborhood, or othe 

significant social and economic characteristics 


Every once in awhile it is interesting to watch some 
time-honored “rule” of direct mail advertising hit the 
dust .. . just like the wall came tumblin’ down when 
Joshua fit the Battle of Jericho. 


For instance every mailer knows there is nothing 
more responsive than a list of people who have bought 
something by mail which is similar to his own product 
Here at Names Unlimited we are proud of our role in 
helping mailers find such profitable lists. And today 
we have the names of more good mail order buyers 
than ever to offer you. 


But it isn’t always necessary to make a hard-and- 

fast rule of using only such lists and nothing else. To 

do so may mean setting up a wall between yourself We will be happy to show you how this method en 

and some of your best prospects ables you to build your own list of millions of likely 
prospects without duplicating a single name. If you 


There are times, particularly in these days of mass avetem can even crente oF 
coverage, when it pays a mailer to go beyond this restricted-area list which will not duplicate any names 
wall. now in your files. And in many cases this non-duplica 
There are times, too, when a mailer is interested in tion advantage can save you more in printing and 
reaching specific neighborhoods of people . . . such as postage than you pay for Seleet-O-Nomic 

families that live on certain kinds of streets, or specifi Whether you would be interested in a one-city of 
sections of certain cities. Or the product being offered one-state test, or may even have your eye on the 
may be of such a nature that the mailings should go whole 26,000,000 families who are waiting to produce 
only to certain income groups, whether they live on your list for you Select-O-Nomic can be one ol 
one “side of the tracks” or the other the most productive elements you have ever brought 


into your direct mail planning 


Such coverage has of course been impossible for mail- 
ers who have made it a rule that only proved buyers Let us tell you more about it 
can be profitable prospects. That has been the “wa 


which for years has hemmed in a lot of direct mail a~\ 


thinking 


Then along came Joshua, and the wall came tumblin’ 


down 


President 


Only his name isn't Joshua. It’s Jack Jack R. Cole NAMES UNLIMITED, INC. 


to be exact, of The Chicago Mailing List Company 


Jack didn't bring down the wall with a trumpet in 
his hand. He had a more modern gimmick with per- 352 Fourth Avenue, N.Y. 10,N. ¥. MUrray Hill 6-2454 
haps even greater magic—the IBM card Charter Member National Council of Mailing List Brokers 
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“.. we tied and mailed 
82,000 catalogs in a 
single day . . thanks 
to Bunn Machines” 


says Sheldon Goldman, of 
PUBLIC LETTER SERVICE, Chicago 


“Because our Bunn Tying Machines 


performed so efheiently, needed at 


tention so rarely, their excellence was 
taken for granted. Then they helped 


us perform a “mirack job smooth 
ly and steadily,” reports Mr. Gold 


man 


Bunn Tying Machines easily keep 


up with the fastest sealing and meter 
ing machines. One untrained opera 


tor can do as much as 5 or LO hand 


lyers and with neo fatigue 


Simple, effortless operation cuts 


down labor turnover .. steps up pro 
duction 
bottlenecks 


Bunn Tying Machines adjust aute 


eliminates overtime and 


matically to any size of shape tie 


with a slip-prool knot and correct, 


uniform tension. Postmasters approve 


Bunn-tied bundles 


B. H. BUNN Co., Dept RD-95 
7605 Vincennes Ave. 
Chicage 20, Ii. 


booklet, which illustrates the 
many edventages of Bunn Tying 
Machines. There is no obligation, 


MAIL THIS COUPON NOW 


| B. H. Bunn Co,, 80-95 

; 7605 Vincennes Ave., Chicago 20, til. 

§ Please send me a copy of your free booklet 
' which shows how Bunn Machines can sove 
¢ time and money in my business. 

t Nome 

tc pany 

| Address. 


S 


lection reminders, etc. Wolf supplies 
Kollect-Velopes printed, sealed, ready 
to mail. Write to them at 14700 Dexter 
Blvd., Detroit 32, Mich. for prices and 
samples 


HOW TO RUIN A GOOD MAILING: 
1) Print a good looking, two-color 
brochure with convincing copy and 
photos explaining your product or 
service; 2) Write an equally good sales 
letter, processing it in one color on your 
letterhead; 3) Enclose the two in a neat 
looking envelope with a glossy printed 
label and hand-typed address; 4) Run 
it through your postage meter for First 
Class; then, 5) Insult the recipient's 
intelligence by hand-stamping the label 
PERSONAL.” One of 


our direct mail wise correspondents re 


with big letter 


ceived such a package from The Am- 
bassador Hotel, Los Angeles, announc- 
ing their Convention Exhibit Center 
The mailing was otherwise good, but 
the “Personal” tag put our correspond- 
ent in what he called “a very antago- 
nistic mood toward what may be a 
very nice hotel indeed.” Moral: If you 
want to be a real ambassador of good 
will in the mails, don't stamp printed 


or process material “Personal.” 


ove 


CARROL A. LAKE, Miami, Fla., pub- 
lic relations council (P.O. Box 84, Uni- 
versity Branch) has written a compact 
Public Relations Handbook of Answers 

containing some worthwhile direct 
mail advice for P. R. practitioners 
Published by Universal Books, Inc., 401 
N.E. 2nd Ave., Miami 32, the 444" x 6”, 
157-page handbook is well worth its 
$1.00-a-copy price. Order direct from 
Universal 


eee 


KTTV, Channel 11, Los Angeles, 
moved their TV cameras into Coast 
Envelope Co.'s plant at 810 E. 3rd St., 
Los Angeles, Calif. on July 8th 
to give viewers an inside look at how 
envelopes are made. Coast Envelope 
was featured on KTTV's “Success 
Story” show which profiles leading 
southern California companies. The en- 
velope company promoted the tele- 
cast by mailing customers and _ pros- 
pects in the Los Angeles area two 
“Complimentary tickets they en- 
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title you, in the comfort of your home 
to see one of the most interesting and 
instructive telecasts of the ‘Success 
Story 


series. 


100 MILLION CLUE of New York 
wlll hold first meeting of ‘55-56 sea- 
son at the Dorset Hotel, September 
22nd First VP “Red” Dembner of 
Newsweek, Program Chairman, says 
they are lining-up a number of top 
speakers for the coming year. Septem- 
ber 22nd spot will be filled by Joe 
McGee, Jr. of Old American Insur- 
ance Co. Remaining meetings of the 
season will revert to usual schedule 


Ist or 2nd Thursday of each month 


eee 


HOW WILL IT LOOK? ... the big 
question when you're planning tint or 
screen work can be answered with 
a new product called the Alnor 
Screen-Tint Selector. It's a compact 
book of 42 acetate sheets, indexed by 


screens—from 65 to 133. Each group 


individual tint 


of screens’ includes 
values from 10 to 70 Sheets can 
be placed over work, giving an ac- 
curate visualization of how finished re- 
production will look. Price is $5.50 
Write to Alnor Co. at 251 W. 42nd St., 
New York, N. Y 


eee 


HURRAH! The Advertising Federa- 
tion of America has finally broken 
with precedent and in coming years 
will pay much more attention to the 
territory south of the Mason-Dixon 
line. For more years than we can 
remember, the Florida delegation has 
been fighting at each year’s convention 


to get favorable board action for a 
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Reporter 
6,033 active 
5,075 are 

358 are 


All addresses include names O 


following 
Manufacturers 


tne 


14.1% Printers & Lettershops 


9.8% aaverti sing agencies 
7.0% Mail-Order Companies 
Publishers 


About 334% 8re memoers of the 


3 


advertising’ § List Gl223 


subscription rate $6.00 per year. 
in the United States 
a foreign countries) separately 

individuals (mostly executives) 


) available 


Wholesalers 

Retailers 

3.2% Insurance Companies 
Financial (Banks, etc.) 
Business Services 
Miscellaneous 

DMAA. 


Meilings %° compiled and selected customer lists 4re the 


rincipal source of 0 
RATES $20.00 PER 


ames of new subscribers. 


SSSED 
Also available: 7,000 1943-54 Expires addressed @ $15.00 per A 
7,000 prospects addressed 8 $15.00 per 


Ship empty envelopes (which 
t 


o: The Reporter ° 
224, Seventh S 
New Yors 


Garden City» 


= EACH MAILING TO 
ary 


When a Gui 
: 
vild List data card is marked’ ie. 
ed Certified 


You KNOW 


will be returned for mailing) 
f DIRECT MALL advertising 


HESE NAMES TO BE apPROVED py THI LIS] 


wat u Te 


every detail 


checked at the has 


source 


been carefully 


That 1 
ace 
backed by of the dese ript 
statement which as 
member 


f th li ‘ 

ne ny has ! 


YOU CAN 
DEPEND 
ON 
GUILD‘S CERTIFIED LIS 
ST INFORMA 
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# on Elliott 
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90% Men Lect) 
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Send for free illustrated catalog. 


For 


get the 


a surprisingly low cost you can 
ame high-elficiency mail han- 
used by the 

CORBIN 


equipment thats 
majority { post office 


Mail Handling Equipment. CORBIN 
assure you efficiency and economy 
right down the line, First; buying 
direct ive har ng ¢ t econd 
line w natruction give you gen 
er ' { use free from rusting 

ling r pitting, Third; CORBIN de 
ign, based on year ! experience in 


mail handling problems, eliminate all 


waste motion ive you time 
lt will pay you to get complete de 
tails on all the advantage { CORBIN 


Mail Handling Equipment. Mail cou- 


pon for free illustrated catal 


Corbin Weed Products Division, Dept, RE 
The American Herdware Corporation 
HMernell, New York 

Nome 


Address 


fum 


Miami 
finally won. The 1957 convention of the 
AFA will be 
at one of the showplace hotels in Miami 


annual meeting. They 


held sometime in June 
Beach. The following year (1958) the 


AFA will Dallas, Texas 


(Philadelphia had already been select- 


meet in 


ed for the 1956 convention.) We predict 
that the Miami convention will be one 
of the biggest and best in AFA history 


— 
eee 


“BE OUR GUEST” says an 
tion from Columbia Ribbon and Car- 
bon Mfg. Co., Inc., Glen Cove, N. Y 
The invitation is for all Reporter 


readers who use carbon ribbon-equip- 


invita- 


ped typewriters to try Columbia Car- 


bon Ribbons without charge. To get a 


free ribbon, just type this line with 


your carbon ribbon on your 


letterhead 


present 
“Send me one free Colum- 
Ribbon as offered in the 
Also 


your 


bia Carbon 
August issue of The Reporter.” 
incude the 


machine make and 


name. Send it to Columbia and they'll! 
select the best ribbon for your letter- 


“no strings attached 


paper and send it to you with 


eee 


ONE OLD FRIEND we were looking 
forward to seeing at the DMAA Chi- 
cago convention won't be there 
Oren Arbogust, the Chicago advertising 
and industrial relations expert, passed 
1955, 


in Ravenswood Hospital. Oren was con- 


away at the age of 69 on July 21, 


sidered among the top ten best copy- 
We'll 


postal 


writers in the country always 


remember that amazing card 
campaign he did for Sawbill Lodge 
produced suc h 


which surprising re- 


turns. His humanized copy style will 


be missed 


“ee 


AMERICAN MAIL ADVERTISING. 
INC., 610 Newbury St. Boston 15, 
Mass., has syndicated the novel “waste- 
basket 
featured in 


mailing piece originally 

DMAA Gold Mail 
Box Award winning portfolio last year 
It's a letter 


die-cut slot of a 


their 


tucked into a 
half- 
tone picture. You might think this bold 


miniature 


wastebasket 


format would create negative reaction 


(suggesting wastebasket disposal of the 


have 
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piece) but actually, A.M.A. and 
several of their clients found it one of 
the most productive pieces they ever 
used. Evidently, so did a certain New 
York printing firm which started mar- 
keting a carbon copy of the idea as 
While A.M.A. pres- 
Andrews 


their own creation 
Francis S 
flattered by the obvious testimonial, he's 


ident might be 
rightfuliy furious that the printing firm 
ignored his copyright. We reserve de- 


cision on the matter by saying we 


saw Andy’s piece first (far 


to its imitator), and assure 


superior 
him that 
thinkers will 


paste pot and scissors 


never outsell creative thinkers 


— 


WHAT'S YOUR COST OF COLLAT- 
ING . 


methods? This new slide chart Collat- 


. . by hand? by mechanical 
ing Cost Calculator can give you the 
answer in a jiffy. It quickly shows you 
the difference between manual and 
mechanical collating for computing time 


and money savings. Good for schedul- 


Offered by 


the sample Cal- 


ing collating jobs, et 
Thomas Collators, Inc., 
culator we received had a price tag of 


$1.00. But the 


it said it was 


release accompanying 


offered free of 


so write to Thomas Collator 


being 


charge 


at Dept. M, 50 Church St., New York 
eee 


ANOTHER GOOD TRUCKING CAM- 
PAIGN: Last 
gave a report and case history of the 
“Best Overall Direct Mail 
in American Trucking Associations’ An- 


pac 


month on page 28 we 


Campaign 


nual Advertising Contest. Limited 
made it impossible to mention another 
crackerjack winner in the contest 

so we'll tell you about it here briefly 
Continental Transportation Lines, Inc 
1813-33 N. Franklin St., Pittsburgh 
Pa. won first place in A.T.A 
series of case 
Tales of Roll- 
Dubin & 


mati 
classification with a 
history mailings titled 
ing Wheels.” Prepared by 


(Continued on page 
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LARGEST 


ADDS NEW POWER TO YOUR DIRECT MAIL! 


A STRIKING Broadside! 
* PERSONALIZED to Capture Immediate Attention! 
* Huge Size that DEMANDS ACTION! 


A new twist to a tested sales-building idea creates a 
direct mail piece that can’t be duplicated .. . 

can’t be matched . . . can’t be beaten for effectiveness! 
Personalized ROCKE GIANT-GRAMS are delivered 

in cellophane window envelopes that shout the recipient's 
name and address in ‘s" high letters! 
Entire message matches the address and 


appears typed just for him. 


The ROCKE GIANT-GRAM 
looks like a telegram in color, 
layout and overall appearance— 
but is 8 TIMES LARGER... 
many times more effective at a fraction of the cost. 
Your own heading makes the GIANT GRAM 

seem to be your exclusive property! 

Top corner blocks are perfect for special sales points. 
As effective as a personal solicitation! 


Amazingly Low Unit Price! 


For instance, in 50,000 quantities GIANT-GRAMS cost 9¢ each... 
Complete, including everything except postage. 


Actual size 
of type 


Phone WAtkins 4-1551 today! If out of town, call collect. 
Our representative will present your personalized GIANT GRAM 
and complete costs for all quantity mailings. 


A COMPLETE CREATIVE 
DIRECT MAIL HOUSE! 


Sole Producers of PERSONALIZED 


YO ~ K NY * Sales Promotion Aids | 

NEW Sande Rocke & Company, Inc. ‘ i 


91 Seventh Avenue, New York 11, N. Y., 
WaAtkins 4-1551 
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GEORGE R. BRYANT CO 
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is @ priceless on the buyer's side of the | 
7 


Feldman, Inc., Continental's advertis- 


ing agency in Pittsburgh, the “Tales” 
series featured true and unusual truck- 
ing experiences, dramatically pointing 
up the motor carrie: service value 
They were produced in colorful folder 
with a die-cut photo of a Continental 
truck. A recent survey showed that 
90°. of the 10,000 names receiving 
“Tales” were enthusiastic about the 
series, and remembered the case hi 


tories. 


ove 


MADISON AVE. MOTIF: Elmer Lip- 
sett of S. D. Warren Co., 89 Broad St 
Boston 1, Mass., sent us the most “fash- 
ionable” annual report we've seen in 
a long time the 1954 report of 
Edison Brothers Stores, Inc., 400 Wash- 
ington Ave., St. Louis, Mo. Was printed 
entirely in charcoal grey and_ pink 


Elmer Says it’s e. one for the book 
A lovely shade of pink and charcoal 
grey the color trend of the modern 


tempo.” We agree. The designer must 
have cocked an eye toward Madison 
Ave. when planning the colors 


ove 


NAMES, NAMES, NAMES... mace 
a striking cover on The Orange Disc., 
h.m. of the Gulf Companies edited by 
Donald C. White at the Gulf Bldg 
Pittsburgh 30, Pa. Outdoing our similar 
Sept., 54 Industrial Feature front cover 
design, all four covers of the Dise’s 
recent Service Award Issue had a solid 
background of names each an 
employee award winner. Set line on 
line in 4 pt. it must have contained 
thousands a proofreader’s night 
mare, but a reade delight. One of 
the outstanding hm. cover of the 
year! 


ove 


MANY FRIENDS in direct mail and 
printing circles were saddened by death 
of Dr. Samuel H. Ronkin of New York 
on June 27. Doctor Sam was a dentist 
extraordinary and in the last few year 
had received widespread notice for hi 
developments in curing certain type 
of deafness by readjustment of tooth 
structure. His brother is the popular 
Cassel Ronkin, president of Marbridgs 
Printing Company, New York. Dos 
will be missed by his many jittery 
advertising patients including thi 


reporter. 
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WHAT'S YOUR PRODUCT? Among 
countless unusual products by 
mail are rats product of Foster D 
Snell, Inc.'s Supplee Div. in Bainbridg: 
N. Y. Snell, consulting chemists, ha 
a large farm in Bainbridge where thes 
raise more than 20,000 albino rats 
sold by mail for medical research pu 
pose A recent booklet about the re 
search rodents was a beauty. Top of 
each page contained a large albino rat 
cut-out. Inside, pictures and text show 
ed farm, told how rats were raised 
etc. Apropos to this unusual product 
was an item in the July 26th Postal 
Bulletin giving postal regulation 
for mailing live scorpions. Seems liv 


corpions, too, are use for medical re 
search, and for the manufacture of anti 
venin. It might be interesting from time 
to time in these columns to mention 


the most unusual products that turn 


up in the mails (“Anything that can 
he old etce.). What's your pro 
duct? 

eee 


WHAT'S YOUR SERVICE? ... OR 
OBJECTIVE? Besides unusual product 
(mentioned above) it would be interest 
ing, too, if we listed unusual service 
promoted by mail or unusual prob 
lems solved by mail. One, for exampl 
was found in the summer issue of the 
Dartmouth College alumni magazine 
A football item read: “Lack of Spring 
practice, particularly in the first year 
of a new coaching regime, is a big 
handicap. To help overcome this and 
to assure the return of a physically 
fit squad in September, Coach Blac! 
man and his staff plan to send week; 
bulletins and letters to all candidate 
throughout the umme! Thi will 
serve to keep players thinking about 
football and provide basic information 
on plays as well as training hint The 


item also said that in addition to weel 


ly mailings to their home player 
would receive daily mimeographed 
practice schedules when they returned 


to school in the fall. From free offer 
to football, direct mail erve an ou 
portant purpose What your ervice 


or objective 


REMOVAL NOTICE: Make ao note that 


after Labor Day the new addre of 
the Direct Mail Advertising Assn 

be 3 East 57th St.. New York 22, N. Y 
A more convenient location than tl 


old addre on Fourth Avenue. Bette 


lacilitve for the lbrar’ 
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it IS True... 


what they say about 
WOODBURY 


LETTERHEADS! 


You have designed out letter 

head to be in harmony with our 

company name and the finished job far 

exceeded our expectations. We have had many 
compliments on this distinctive stationery 


The letterheads, enve 


lopes and business cards 


whith you have been 

doing for us over the Monank 

past many years are 
outstanding in both 


quality and design 


wminghum 

10ST COupagy *We, too, are proud 

i fo use Our new let 

ferheads, as we 

think they are won 

erful in every way 

May I thank you 

and your associates 

for the careful attention given to the order, and 
the excellence with which it was produced 


The writer cannot 
ress this opportunity 
of telling you how 


much we hke the let 
terheads, billheads 


envelopes and busi 
ness cards which you 
recently 
and produced for the 


Florence Tentile 
Finishing Co 


In view of the fine compliments we 


hmve received on our present letter 
heads, you may be assured of our business io the 
future on all stationery items 


in improving your letter 
head? A request on your business sta 
tionery will bring a WOODBURY 
letterhead sample kit and any helpful 
comments about your present design that 
we can make. Address your inquiry to 
the attention of George D. Murray 
General Sales Managet 


WOODBURY 
AND COMPANY 


INCORPORATED 
11 CHADWICK SQUARE 
WORCESTER 5, MASS. 
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WE LOST AN ORDER 


BUT MR. BLISS 


“tre 
Yes, it was pretty hard to question that big, BIG order eke e> but before even 
4 - 
stopping to figure the commission we telephone Nas Mr. Bliss for an interview. With 
Ali. 


~ 


order in ess Loaf we approached him and said, “We like your business but we have 


reasons to believe you have chosen the wrong list for this reason, and this and this!” There 
«| 
(7 _on Mr. Bliss’s face when we walked out of his office, without any order, 


was a scowl 
and right into the nearest drug store to buy its biggest bottle of aspirin. 


We didn’t hear from Mr. Bliss A™ 


Ss: our calls. And then he called for an interview. We arrived early — antic- 


“ 


ipating anything! 


us a strange (and wonderful) story. It seemed that Mr. Bliss suspected us of “special inter- 


Mr. Bliss greeted us with smiles and after a few pleasantries told 


ests” and for seven months had been making like ey _«7 Sherlock Holmes to find out 
why we recommended some lists and frowned on others. What he learned was we had no 
“sacred cows” ¥! and our only motive was to locate and give our best appraisal 

of lists as a guide to his selection. When we left his office this time f MM it wasn’t 


without a handshake —or an order! 4 
When you are ready to rent a list — a tiny one or a big, BIG one — call the customer's 


broker 


PLANNED CIRCULATION 


19 WEST 44 STREET NEW YORK 36, N. Y. 


MUrray Hill 7-4158 


( 


* | 
oe a (¢ for seven long months. He didn’t even return 
+ 
«< 
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THE PRESENT! 


ITH so many second and 
third-generation people en 
tering into some phase of di 
rect mail, it) seems appropriate to 
sketch past history. There will be 
more competent workers direct 
mail... if the newcomers have a 
sympathetic understanding of — its 
start and growth as an advertising 
medium. Some of the factual histori 
cal phases may help to avoid mis 
takes in days to come Even some 
of the old-timers may enjoy remin 
because in trying to put 
the pieces together weve found 
that memories have grown dim about 
what happened when. So . here is 
a brief rundown for the records 
No one knows exactly when direct 
mail got started. It didn't even have 
a name until somewhere around LOLS 
Of course, the invention of the print 
ing press made “circeularizing a na 
tural evolution. But direct mail. as 
we know it, was made possible hy the 


typewriter which was invented in 


A Special Convention Feature 


1867, but which gained little accept 
ance by business until L878. It was 
not in general use until many years 
later. Some of the earliest evidence to 
show that printed circulars were used 
to influence thinking and action 
crops up in the history of the Amer 
ican Revolution. Portable presses 
were used to produce handbills en 
eouraping one side and confusing 


the opposition 


Our records show that a “Publicity 
by Mail” firm was organized in Paris 
in 1864. Possibly the first the 
world. [It is still operating (with the 
fifth generation of original owners) 
under the name of “La Publicit 
Directe” Bastide, 68 Rue Mazarine 
Paris 6. France. (See Reporter, Nug 


ust 1953, for complete story.) 


\ few American manufacturers, as 
early as the LG60%s, used informati 
circulars or handbillk to advertise 
their wares. No specimens are avail 


able.” The old Larkin ¢ ompany used 


| DIRECT 
MAIL 
ADVERTISING 


by Henry Hoke 


circulars to secure canvassers along 
about that time. A Charles B Phomp 
son organized a mail order venture 
in Bridgewater. Connecticut. around 
1375. The late St. Eling Lewis, one 
of the deans of American advertising 
told me that the National Cash 
Register Company used house maga 
zines and limited direct mail as early 
as 1895. Both National Cash Register 
and Burroughs Adding Machine wer 
using large quantities and 
1905. They wer perhaps, the first 
large users of direct mail in’ the 


nited States 


1} N York Life I irance ¢ par 
nt ! tor il 
i i 4 ! 
ta py for r file. Tt hit 
i i eetal 
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The Pa sth 


R L. POLK & Company re 
© ported to us that, so far as 
they know, the oldest) commercial 
house in the LSA. devoted to fur 
nishing mailing service started in 
1876. Tt was incorporated as the 
Business Address Company of New 
York in Lauo The late John M 
Low, of Chicago. writing in a 1044 
issue of The Post (magazine of the 
Mail Advertising Associa 
reported that the listing “Ad 
appeared first in the L885 


Service 
tion) 
dressing 
Chicago City Directory with 
two firm names. In L886 there wer 
three listedt In the 
number had jumped to seven. From 
B05 to the list remained sta 


fhonary at six names 


In the Directory 
carried for the first time a “Cireular 
Latter listing and under that ap 
peared the name of Williams 
of Trade Cireular Addressing Com 
pany, later changed to Trade Cir 
cular Advertising ¢ ompany. 
the Chieago Addressing 
was added to the City Directors 
Polk S Company and the 


Imitation Typewriting and Address 


( hie ape 


( ompany 


ing Company appeared first in 

In I Nhrend opened 
a letter business Chicago 
to New York in) 1808 
company operated until a few years 
ago 

Between L890 and a dozen 
or so firms joined the “circular let 


dl 


where the 


ters” or “addr ssing listings in both 
New York and Chicago. One firm 
Thompson ompany, advertised 


Boyd's City h (olheial New 


York City mail carriers since L830 
and until the government took over 


first class mail franchise exclusive 
lv) branched out into the mailing 


list and letter business. 


What was to become the most 
widely-known direct mail firm was 
started in September L905 by Homer 
Buckley and Merrill Dement 

William Kier listed his Kier Let 
ter Company in the L907 Chicago 
Directory 

From then on the parade grew 
longer and faster. 

The earliest “circular letters” were 
produced on a printing press through 
stationary inked silk stretched over 
the Ty pe. After the letters were filled 
in, they went through a blurring 
process to make them look like in 
dividually typed letters which had 
heen put through a letter copying 
press. Since carbon paper was not in 
use at the time, all typed letters were 
“copied” by moistening the original 
and plac mg om hooks of tissue paper 
under pressure to make a_ transfer. 
(The Ditto and Heetograph processes 
of today are merely modernized 
methods of the original letter copy 
ing pores ess.) 

Phe old-time circular letters mateh 
ed the letters 
even more perfeetlhy than the filled 


individually ty ped 
in form letters of today because they 
were all “blurred” by the copying 
process, Purple ink was the standard 
color, Only 
black ink was used on typewriters or 
form letter presses 


about live pereent of 


Then changes came about. Carbon 
paper had heen developed around 
L800. but was not adopted by busi 
ness until 1906. With the advent of 
carbon coptles the original letters re 
mained clean. Form letter producers 
had to give up the “blurring.” An 


Lettershops Started 
Back In 1876 


kK. J. Hall. in New York, patented 
a method of printing a letter to look 
like typewriting. A Sam A. Neidick 
invented a method of printing letters 
through a ribbon. 

Bill Kier, in Chicago, experiment 
ed hind low ked and 
guarded doors) on a movable, inked 
ribbon attachment for a flat bed 
press. which later on grew to an 
expensive individualizing press that 
fed name and address linotype slugs 
automatically into the chase at every 
stroke of the press." 

salesman in eveland, invented the 
Multigraph in 1904: but the first 
model (ten built) simply produced 
letters by making a flat bed impres 
sion through carbon paper. The first 
practical rotary Multigraph came out 
about 1906, using a heavily inked 
moving ribbon. But” the type for 
each letter had to be redistributed 
before the next letter could be set. 
\ few years later came the removy 
able drums and separate typesetting. 
\ fe “ years more, and there were 


carefully 


Gammeter, typewriter 


motor-driven machines. 

The Mimeograph had been in 
vented in 1884 by A. B. Dick. whe 
Wis tided Phomas \. Edison 
The early Edison-Dick 


were cumbersome. flat) bed affairs 


ators 


but became rotary models 
around and improved from 
then on. They furnished stimulus to 
the struggling mail advertising serv 
ice business (for bulletins and 
but they could not produce 


resembled the 


forms) 
work which closely 
typewritten letter. 


~er Dogs That Climh Trees for more 
complete story of Kier's work 
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ndoubtedly, the development of 
the Multigraph (aided part 
the growth of Addressograph and 
Elliott systems of mechanical ad 
dressing) furnished the spark to put 
what we now know as “direct mail” 
on the map Here was a brand new 
world of business. Multigraph sales 
men were everywhere. Praining een 
ters were established in Cleveland. 
Chicago, New York . . . then branch 
ed out to other cities. The Multi 
graph Company took the lead in pro 
moting and crusading for this new 
method of doing business. Doing 
business by mail. Multigraph sales 
men were well trained. They were 
young. They were enthusiastic. 

“Lettershops” appeared here, there 
and everywhere. It was easy to start 
in the lettershop business. Many 
public stenographers bought a Mul 
tigraph and a Mimeograph on a 
shoestring and hung out their 
shingles. Some stuck. Others didn't 


N 1914 Homer Buckley was asked 

to organize a Direct-by-Mail de 
partmental for the International Con 
vention of the Associated Advertis 
ing Clubs of The World at Toronto 
Canada. That was the first organized 
direct mail meeting. It was a preal 
suceess . . . with about 500 present 
on each of the three-day sessions. 

Steps were taken there to organ 
ize a definite direct mail division ot 
departmental of the Adve rlising 
Clubs of the World. Homer Buckley 
repeated the de partmental at Chicago 
the next year (1915). Again. an en 
thusiastic turnout. 

Another voice was being heard 
in direct mail circles. From behind 
Arizona State Prison walls, Louis 
Victor Eytinge* had built a profit 
able direct mail counseling business. 


*See Dogs That Climb Tree for com 
plete story of Eytings 
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(s the medium grew, more and more 
serious-minded individuals, by aecci 
dent or intent, became involved in the 
lettershop or addressing and mailing 
business. This reporter was one of 
them. 

By knowing these early beginnings 
of direct mail, you will understand 
more clearly why direct mail was so 
closely identified with the idea of 
letters or with the lettershop indus 
try. It wasn't until later that printers 
and lithographers became interested 
in direct mail, for it took time to 
learn that letters needed other for 
mats or accompanying plreces 

During the years following L906 
this thing we call direct mail enjoved 
disjointed, spontaneous, topsy 
turvy growth, Stories of mail ordet 
or direct mail successes became num 
erous and fantastic. | remember on 
lettershop proprietor making the bold 
statement in a selling letter: “If you 
will send out 1.000 letters to your 


He kept urging leaders to form a 
separate organization for direct mail 
alone The keynote of the second 
departmental in Chicago was a letter 
read from the platform written by 
Louis | Vlinge (necessarily absent) 
He closed his long. bubbling and 
slightly sophomoric appeal with these 
words 

“Look about us. Let us select the 
men who are bigege st, best and broad 
est. to bring this needed Association 
into being. Put into the first working 
committee, men of the preatest ex 
perience and ability and we have 
with us some of the greatest succes 
ses in advertising. Choose men of 
this type and you'll leave this Con 
vention with your Association a real 
ity and on its way to a destined su 
cess. Choose men rather than means 

choose purposes rather than pro 
grams and choose for the triangle 
of service upon which to build, these 


customers and prospects, you well 
ild eved 


crusaders promised pract ally every 


double your business.” 


thing for this new medium of adver 
tising 


Of course, other forms of adver 
lising scorned it, Newspapers edi 
torialized against it. Agencies op 
posed it. Advertising professors paid 


it secant attention, 


Homer Buckley of Chicago seems 
to be the person who gave direct 
mail its name. A customer for his 
form letter and addressing service 
asked him what this new medium 


should be called. Homer took a flyer 


hy saying: “Well it's direet-by 
mail.” The customer thought that 
was a good description Buckley 
Dement started promoting “Direct 
by-Mail.” and for some years the 


medium was labeled by the thre: 
hyphenated words. (See May, 1955 
Reporter for full story.) 


The Start of 


Organized Promotion 


three education — ele 
vation, The eradication of frauds and 
fakes, the education of the publi 
and ourselves. the elevation of stand 
ards in products and producers 

Gentlemen of the Conferences 
dear friends, from behind the walls 
that encompass body, come to 
you in this letter of love and appeal 
Love for all of you whe have piven 
men much app al to all, that you 
organize for the welfare of our craft 
of advertising, of society On my 
part | pledge my Company and 
myself, to all that you may do in 
this effort to pet together for unity 
harmony and dees 
your hands. Shall we rise 
to the occasion? karnestly and heart 
ily yours, Louis Vietor Kytings 

Out of that departmental came the 
idea to start a direct mail magazine 
Vol. 1, No. |. issue of Postage ap 


peared in January 1916. It was co 
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HISTORICAL STATISTICS 


Sites and Dates of DMAA Conventions . . . including 
both DMAA and MASA presidents elected. Most MASA 
Conventions (except war years) immediately preceded DMAA. 


NO. YEAR icity LOCATION DATES DMAA PRESIDENTS ELECTED MASA PRESIDENTS ELECTED 


1914 First separate direct mail deportmental at Advertising Clubs of the World Convention (Toronto) 
1915 
1916 


1917 


| Second separate direct mail departmental at Advertising Clubs of the World Convention (Chicago) 
Third separate direct mail departmental at Advertising Clubs of the World Convention (Philadelphia) 


DMAA was organized and incorporated (Illinois) with Homer Buckley as first president. First separate 
annual convention scheduled for 1918. 


1918 
1919 
1920 


Chicago, Il 
Cleveland, Ohio 
Detroit, Mich. 


Sherman Hotel 
Statler Hotel 
Statler Hotel 


Hotels & Auditorium 


June 12-13-14 
1.2.3 
. 27.28.29 


Homer J. Buckley, Chicago, Ill. 

Robert E. Ramsay, New York, N. Y. 
Charles H. Mcintosh, Duluth, Minn. 
Frank C. Hubbell, Cleveland, Ohio 


. 25-26-27 Gordon E. Small, Cincinnati, Ohio 


. 25-26-27 
. 24-25-26 
. 29-30-31 
. 28-29-30 
20.21.22 
19.20.21 
17-18-19 
9-10-11 
1-2-3 
789 
5.67 
27.28.29 
9-10-11 
16-17-18 
30, Oct. 1-2 
13.14.15 
28-29-30 
. 27-28-29 
234 L. 
. 89.10 
16** 
15** 
20** 
Hotel 19** Howard Korman, New York, N. Y. iE. 
18.19 
23.24.25 
29-30, Oct. 1 
21.22.23 
4-5-6 
17-18-19 
8.9.10 
30, Oct, 1.2 
13.14.15 Arthur W. Theiss, New York, N. Y. 
12-13-14 ? 


1921 
1922 Cincinnati, Ohio 
1923 ‘st 
1924 
1925 
1926 
1927 
1928 
1929 
1930 
1931 
1932 
1933 
1934 
1935 
1936 
1937 
1938 
1939 |New York, 
1940 | Atlantic City, N. J | Chalfonte Haddon Holl 
1941 
1942 
1943 
1944 
1945 
1946 
1947 
1948 
1949 
1950 
1951 
1952 
1953 
1954 
1955 Chicago, it. 


Springfield, Mass 
Sinton Hotel Charles R. Wiers, Niagora Falls, N. Y. Horry B. Kirtland, Toledo, Ohio 
| Statler Hotel Charles R. Wiers, Niagora Falls, N. Y. Charles Paist, Jr., Philadelphia, Pa. 
Joseph Meadon, Detroit, Mich. 
Joseph Meadon, Detroit, Mich. 
Joseph B. Mills, Detroit, Mich. 
Homer J. Buckley, Chicago, Ill. 

Tim Thrift, Cleveland, Ohio 

William A. Biddle, Cincinnati, Ohio 
William A. Biddle, Cincinnati, Ohio Robert G. Marshall, Chicago, Ill. 
Ben Sweetland, New York, N. Y. E. W. Husen, Detroit, Mich. 
Eliot Wight, Springfield, Mass. iH. C. Bates, Washington, D. C. 
Eliot Wight, Springfield, Mass. rr W. Osborn, Syracuse, N. Y. 
'D. H. Fleischer, St. Louis, Mo. 


Lovis, Mo. 
Charles Paist, Jr., Philadelphia, Pa. 


E. C. Forbes, Cleveland, Ohio 
E. C. Forbes, Cleveland, Ohio 


Pittsburgh, Pa. 
Boston, 
Detroit, Mich. 


Hotels & Auditorium 


Mass. Hotels & Auditorium 


Hotels & Auditorium 


Charles von Weller, Chicago, Ill. 
Gordon E. Small, Cincinnati, Ohio 


Jack Carr, Lutz, Florida 


Chicago, Ill Stevens Hotel 
Hotels & 
‘Hotels 4 
Hotels & 
Hotels & 


Statler Hotel 


Auditorium 


Philadelphia, Pa. 
Cleveland, Ohio 
| itwoukeo, Wis. 
‘Buffalo, N. Y. 

New York, N. Y. 


Auditorium 


Auditorium 


Auditorium 


Sherman Hotel 


|\Chicago, Il. 
Boston, 
|Kansos City, Mo, 


Raymond, Boston, Mass. 
J. S. Roberts, Atlanta, Ga. A. W. Haas, New York, N. Y. 

J. Roberts, Atlanta, Ga. | Raymond Cc. Martin, Albany, N. Y. 
Frederick Heitkamp, Elizabeth, N. J. John E. Wolf, Oklahoma City, Okla. 
|Claude Grizzard, Jr., Atlanta, Ga. 
|E. N. Mayer, Jr., New York, N. Y. 


Statler Hotel 
Muehlebach Hotel 


Netherland Plaza Hotel 


Mass. 


| Cincinnati, Ohio 
Cleveland, Ohio | Carter Hotel 
Rohe Walter, New York, N. Y. 
Rohe Walter, New York, N. Y. 
Rohe Walter, New York, N. Y. 
Rohe Walter, New York, N. Y. 
York, 
York, N.Y. 
York, 


Chicago, til Stevens Hotel 


| Statler Hotel 
William T. Morgan, Chicago, Ill. 


|Trayton H. Davis, Milwaukee, Wis. 
N. Y. 


Minn, 


Montreal, Canada Mount Royal Hotel 


New York, N. Y. Roosevelt Hotel 'Howerd Korman, New N. Mayer, Jr., New York, 


New York, |Roosevelt Hotel |Howard Korman, New N. Mayer, Jr, New York, 


Roosevelt Hotel Howard Korman, New N. Mayer, Jr., New York, 


Y 
New York, Y. 
Y 


New York, |Roosevelt N. Mayer, Jr., New York, 


| Chicage, im. Stevens Hotel Edward N. Mayer, Jr., New York, N. YM. C. Burgess, Minneapolis, 


Charles Konselman, New York, N. Y. Miles Kimball, Oshkosh, Wis. 
\Jack Kane, New York, N. Y. 


Carter Hotel 


Ben Franklin Hotel 


Cleveland, Ohio 
Philadelphia, Pa Dale Ecton, Kansas City, Mo. 
|Elias Roos, Milwavkee, Wis, 

Huntley Geddes, Detroit, Mich. 


Mayer Feldenheimer, Philadelphia, Pa. 


|Harry Porter, Cleveland, Ohio 

L. T. Alexander, Wilmington, Del. 
Harry Woodley, Montreal, Canada 
Lester Suhler, Des Moines, lowa 
Lawrence G. Chait, New York, N. Y. Paul Krupp, Los Angeles, Calif. 
Don W. Hacker, Detroit, Mich. 
|Don W. Hacker, Detroit, Mich. 


Chicago, Il. 
New York, N. Y. 
Wis. 


Congress Hotel 
Hotel 
Schroeder 
Washington, D. C. Shoreham Hotel 
Mich. 


Milwaukee, Hotel 


John Yeck, Dayton, Ohio 


Statler Hotel 
Statler Hotel 


Detroit, 
Boston, Mass. 

Morrison Hotel 


**These were wartime one-day conferences 


*Many regional exhibits and conferences 
and annual business meetings. 


in addi? fo | convention 
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Because so many people have asked questions about where and when con- 


ventions have heen held, we are printing here for the first time a complete 


chronological listing of all direct mail conventions, presidents elected, etc. 


Keep the chart on the opposite page for future reference. 


edited by Eytinge along with Ken- 
neth MacNichol, who operated The 
Eytinge Service in Boston. It was 
only by reading the early issues of 
Postage (with assistance from Homer 
Buckley and Bob Ramsay) that we 
managed to put the pieces together. 


There was one more departmental 
with the Associated Advertising 
Clubs of the World. That was in 
Philadelphia, June 27-28-29, 1916. 
Going back over the old records, I 
suddenly remembered that this was 
my very first convention. A senior 
at Wharton School of the University 
of Pennsylvania at the time, I was 
one of the volunteer ushers. But 
I was so busy, I never heard a word 
that was said and didn’t know what 
direct mail was all about. I only 
remember it as an enormous spectac- 
ular. Big parades, stores closed down, 
fireworks! Biggest convention ever 
held by AACW. The succeeding or- 


Vol. 1, No. 1. of direct mail’s first trade 
magozine was published in January, 1916. 
Reproduced here is its historic first cover, 
originally printed in red and black. 
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ganization, Advertising Federation of 
America, will celebrate the 40th an- 
niversary of that convention in Phi- 
ladelphia in June 1956. 


Out of the experiences of the three 
departmentals (Toronto, Chicago, 
Philadelphia) and further encouraged 
by Tim Thrift of the Multigraph 
Company, Ray Fellows of the Ad- 
Company, and other 
enthusiasts around the country, 
Homer Buckley came to the final de- 
cision to create an entirely separate 
association of direct mail people. 
Here is what Homer Buckley had 
to say about the project (from one 
of the early issues of Postage): 


dressograph 


“Few people realized twenty years 
ago, the mighty selling weapon at 
command in printed matter and 
Uncle Sam’s postal system. Even 
yet we are traveling blindly, and just 
beginning to see the daylight of pos- 
sibilities ahead. The formation of 
the Direct Mail Advertising Associa- 
tion is the first grand step made, 
through united effort, to systematize 
direct mail methods and put the 
power of the direct appeal before 
every individual and concern in 
the country who has something to 
sell. We are the Clearing House 
to which ideas, facts, results of 
campaigns, conclusions 
tests, and information on all sub- 
jects related to direct advertising 
will come, through the cooperation 
of members and friends. These 
will be reduced to “meat” by 
our competent editors and there is 
only one result that can be looked 
for from such a course of specialized 
education. We will all benefit the 
most if we help along the work with 
enthusiasm.” 


proven by 


In February, 1917, a corporate 
charter application was forwarded 
to the Secretary of State at Spring- 


field, Illinois, with the following 
names as incorporators: 

Gridley Adams of Stewart Warner 
Corporation, 

Byron Bolt of The Reuben H. Don. 
nelley Corporation, 

Homer J. Buckley of Buckley, De- 
ment & Company. 

Robert C. Fay of Chicago Paper 
Company. 

Ray Fellows of Addressograph Com- 
pany. 

So far as we can discover, there 
was no national meeting in LOL7 (a 
World War | year). But in June 
1918 the Direct Mail Advertising As- 
sociation, Ine., held its first inde- 
pendent direct mail convention at 
the Hotel Sherman, Chicago, with a 
registration of 575. Succeeding an- 
nual conventions grew. more popular 
and multiplied in attendance. The 
largest in history oceurred in Chica- 
go in 1927, 


Homer Buckley should enjoy this picture 
of himself reproduced from the first issue 
of Postage. 
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D ‘RECT MAIL, in the period be- 
tween 1918 and 1929, was on 
the march. The red-blooded, young- 
spirited DM-AA_ promoted it in 
every nook and corner. 

Postage magazine couldn't make 
the financial grade as an association 
venture, so it was sold in 1918 to 
John Howie Wright. A short time 
later The Mailbag was started by Tim 
Thrift, who sold it to William Fea- 
ther and Leonard Smith, who even- 
tually sold out (1928) to John Howie 
Wright. Postage and The Mailbag 
became the crusading voice for direct 
mail, Wright's articles and cutting 
criticisms were known wherever ad- 
vertising was known. When Postage 
and The Mailbag passed out of the 
picture through no fault of its own 
(John Howie Wright owned other 
dissimilar businesses) during the de- 
pression years, The Reporter oj 
Direct Mail Advertising took its place 

. with some of the old P&M staff. 


This reporter has had a lot of fun 
(during the hot summer) going over 
the records of the early days of or- 
ganized direct mail. One of the first 
issues of Postage took slaps at the 
newspapers who were slapping or be 
littling direct mail. It's an old story, 
folks, and they are still at it. Other 
issues of Postage attacked frauds in 
the mail. 

In Vol. 1, No. 6, Postage for June 
1916, Editor Eytinge reported on the 
result of an arbitration investiga- 
tion. Seems like two members of the 
association were threatening to sue 
each other for plagiarism. One was 
in South Bend, Indiana, and the other 
in San Francisco. Shrewd detective 
work by mail (from a prison office) 
uncovered the fact that the real cul- 
prit was an artist who kept a clip 


file of designs, and who snitched an 
“old idea” and sold it to one of the 
contestants as an original. All was 
eventually forgiven and forgotten. 
But it’s the same old world . . . with 
a new generation getting all steamed 
up over the same things. 

To make the records complete, 
several other organizations should 
be mentioned. They were either ab- 
sorbed by or branched off from the 
DMAA. 

So many people have wanted to 
know what happened to the Better 
Letters Association . . . that Pro- 
fessor John S. Fielden, of Purdue, 
made a survey and report* for The 
American Business Writing Associa- 
tion. 

Briefly: The Better Letters Asso- 
ciation was born on October 15, 
1917, in Worcester, Massachusetts, 
when Hiram N. Rasely, correspond- 
ence supervisor of The Norton Com- 
pany, called a conference of those 
interested, 256 businessmen and edu- 
cators responded. \ loosely-knit or- 
ganization was formed. 

The second annual convention was 
held at the Hotel Sherman in Chica- 
go on October 9.12, 1918. An am- 
bitious affair. A constitution was set 
up for the now organized Better Let- 
ters Association and Hiram Rasely 
was elected executive secretary and 
treasurer (unpaid). 

The third annual convention cen- 
tered in Cleveland, Ohio, November 
20-21, 1919 and trouble started 
brewing. Some wanted the associa- 
tion to grow larger, others wanted 
it more select. Louis Balsam, of 
LaSalle Extension University, was a 
* Available from ABWA, 428 David Kinley 
Hall, Urbana, Ilinois. Ask for supplement 
to The ABWA Bulletin for January 1955, 
page De 


The Big Crusade 


pleader for more members and high- 
er dues . with semi-monthly bul- 
letins. 

The fourth and last convention 
was held in Springfield, Massachu- 
setts, on October 19-21, 1920. Be- 
cause work had grown too heavy 
Rasely resigned as secretary-treas- 
urer. There were financial problems 
too. Louis Balsam recommended that 
the association merge with the DM- 
AA. and after much debate he 
was appointed chairman of a com- 
mittee to work out details with 
officers of the equally new DMAA. 


The merger was approved and 
Balsam became executive secretary 
of the DMAA where he served for 
two years. For a number of years 
(until about 1932) the Better Letters 
(Association name was carried on the 
DMAA masthead along with the As- 
sociation of House Organ Editors, 
which had been organized about the 
same time as the Better Letters As- 
sociation, but which had also merged 
with DMAA. Separate departmentals 
were held for a number of years. . . 
but were gradually eliminated since 
the subject matter of each was ab- 
sorbed in other sections of the an- 
nual program. Look at the chrono- 
logical listing of early conventions 
and elections . . . Bob Ramsay and 
Charlie Melntosh were brought into 
the presidency of the DMAA because 
of their close connection with the 
work of both the Better Letters As- 
sociation and the Association of 
House Organ Editors. So much for 
those two mergers. 

To make the record even more 
complete, another organization 
branched off from the DMAA about 
the same time as the mergers des- 
scribed above. (Continued on Page 38) 
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Send for this NEW 


Millers Falls OPAQUE PORTFOLIO 


Mr. Postage Saver Says: 


with handy opaque Test Chart 


Here is an opaque sample portfolio that 
really invites comparison. It contains a new, 
handy test chart...a simple method to com- 
pare the opacity of various papers. It enables 
you, at the time of selection, to choose the sheet 
that will give you the results you want. When 
you need opacity use this portfolio, it will in- 
sure your getting a really opaque paper. 

The three most important factors of any 


opaque sheet are all found in this well accepted 
25 percent cotton content paper. Opacity, 
brightness and printability...all three must 
be present if an opaque paper is to properly 
fulfill its purpose. Most opaque papers have 
only one or two of these requisites but Millers 
Falls Opaque Parchment has all three...That’s 
why we say...MAKE THE COMPARISON 
TEST, send for this Opaque Portfolio. 


Millers Falls Paper Company 


Millers Falls, Massachusetts 


UE 
4 


No other opaque sheet will consistently maintain 
the high degree or percentage of opacity as 
found in Millers Falls Opaque. Scientific methods 
of control guarantee an absolute minimum of 
show through, which in turn permits a light 
weight sheet to be used thus reducing bulk and 


paper costs. 


The sharp, clean whiteness of this paper assures 
maximum contrast. Light reflection is subdued and 
held to a minimum, thus permitting the 


achievement of full tonal values. This quality, 


found in Millers Falis Opaque, is an extremely 


in brightness desirable feature, especially where clarity of detail 


and a high degree of legibility is important. 


The controlled, soft textured, uniform surface of 


I of Millers Falls Opaque is the secret of its 


exceptional affinity for ink. Excellent results can 


be accomplished by either letterpress or offset 
with a high degree of fidelity maintained. Its 


in printability characteristic flatness makes it an ideal sheet for 


high speed press production. 


M. 


Millers Falls Paper Company 


Millers Falls, Massachusetts bo , 


Send me your NEW Millers Falls Opaque Parchment Portfolio with 
handy opaque Test Chart. 
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\ group of lettershop people out 
in Chicago, led by Charlie von Weller 
and the late John Low, were trying 
to organize their competitors into a 
protective and educational association 

. as early as 1916." After a few 
false starts and near disaster, a nu- 
cleus was formed. The leaders started 
communicating with others, such ‘as 
Gordon Small of Cincinnati and El 
mer Roeper of Pittsburgh (who later 
became business manager of Postage 
magazine). These leaders began meet 
ing together at the early DMAA con- 
ventions. 

At the Detroit DMAA convention 
during October 1920, this group of 
letter producers decided that they 
needed a separate organization .. . 
just as the DMAA group in 1917 felt 
they needed an entity separate from 
the Associated Advertising Clubs of 
the World. The Mail Advertising 
Service Association was born 
and eventually became a powerful 
force in improving the direct mail 
business. 

The first annual convention of the 
MASA International was opened in 
Springfield, Massachusetts (coinei- 
dental with the DMAA). on Monday, 
October 24, 1921. Gorden Small was 
elected president with Elmer Roeper 
as secretary. 

That association has prospered, 
Many of its original members became 
bigtime producers or creators. Beside 
campaigning for better and more ef- 
fective direct mail . . . the associa- 
tion educated its own members and 
succeeded in raising the sights, the 
standards, and ethics of the mail 
servicing industry. 


The DMAA, in turn, became more 
and more a user's organization .. . 
focusing on library facilities and 


servieing of members. 


During the succeeding years, the 
DMAA lost some of its original sup- 
porters through the starting of other 
professional units, such as the in- 
dustrial, pharmaceutical and insur 
ance advertisers . . . but managed 
to hold onto enough leaders in each 
group to grow in strength. 


For a majority of years the DMAA 
and MASA continued to hold their 
conventions in the same city on suc- 
ceeding days. But sometimes — it 
couldn't be worked out. such as dur- 
ing wartime with necessary one-day 
annual conferences. This year (1955) 
they are separated and will be in 
1956. But are getting together again 
in Washington in 1957. 
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it’s the book of the year 
in the graphic arts .... 


... the new sample book 
of famous Buckeye Cover 


A new Buckeye Cover sample book is always an event. First 
placed on the market over three score years ago, the Buckeye 
Cover line has become so well established, with colors and 
finishes to please every taste and to suit every requirement, that 
it has been difficult to improve upon it. Now, however, we feel 
that a few additions to the line are justified. 


In the new issue, now being distributed, two new colors are 
shown — Lemon Yellow and our sensational new Hi-White — 
and two new finishes — Spanish Grain and Smooth Vellum (the 
latter on Hi-White only). 


If you want your catalogue or brochure or booklet or house 
organ to be read from cover to cover, be sure it has a cover. 
To make assurance doubly sure, make your selec- 
tion of the cover paper from the new sample book 
of Buckeye Cover. THE BECKETT PAPER CO., 
Makers of Good Paper in Hamilton, Ohio, since 1848. 
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The Pastt 
THE PRESENT! 


HE boom years of the 1920's 
marked a rapid advance in direct 
mail. 

You might like to see here the 
record of the U. S. Post Office 
growth. A large part of the growth 
after 1900, postal officials admit, was 
due to direct mail advertising. Thou- 
sands of members of both DMAA 
and MASA were beating the bushes 
to promote the new and exciting ad- 
vertising medium. 


$ 4,543,522 
5,499,984 
8,518,067 

19,772,221 

33,315,479 

60,882,098 
102,354,579 
437,150,212 
705,484,098 
630,795,302 
727,339,741 
728,634,051 
745,955,075 
766,948,626 


The Growth of 
DIRECT MAIL 


Gross Revenue 


$ 812,827,735 
859,817,490 
966,227,288 

1,112,877,174 
1,314,240,132 

.1,224,572,173 

1,299,141,041 
1,410,971,284 
1,571,851,202 
1,676,885,340 
1,776,816,354 
1,740,539,941 
1,874,283,789 
2,277,767,124 


POSTAGE PAID - MAIL RECEIVED (PER CAPITA) 


1945 
1946 
1947 
1948 
1949 
1950 
195) 

1952 
1953 
1954 


7.83 
7.09 
LETTERS 
FIRST CLASS 


7.33 
7.85 AIR MAIL 
8.79 7 
9.36 
Yy 
4.78 
10.51 


11.21 
12.12 


Y kad 

oO 177 2 310 

(Source: P. O. Dept. 1954 Cost Ascertainment Report 

Note: Postal receipts have increased several hundred percent more than the increase in population. 

Postal receipts per capita in 1917 (when DMAA was organized) were $3.20. In 1945 per capita 
postal revenue had grown to $7.83. In fiscal 1954 they were $12.12. 
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This Machine 
Slashes Costs 80% 


STUFFS ENVELOPES 
and Performs 
5 Other Operations 


© Gathers 1 to 8 Enclosures 

© Stuffs Envelopes 

© Seals Envelopes 

© Meters Postage or Prints indicia 
© Counts @ Stacks 


Once Inserting & Mailing Machine takes 
over, executives discover that savings are 
merely secondary. Here's what they say: 
The fact that we reach jobbers and sales- 
men almost overnight contributes to 
sales... . For the first time we enjoy com- 
plete control—no longer depend on hand 
workers. No more confusion, no 
more overtime—even large mailings go 
through smooth as silk. 


Thus the priceless ease and efficiency of 
Inserting & Mailing Machine make pos- 
sible new, wider use of the mails . . 
dozens of profitable applications. 


Let us prepare Analysis & Proposal pertaining 
to your needs. This interesting time-cost study 
estimates savings in advance. Also, ask for 
Wider Horizons with Mechanized Mailing— 
see how others are profiting by Inserting & 
Mailing Machine. 


See the machine in action . . 


Owners Rate Speed, Ease 
and Control Even More 
Important Than Savings 


j 


INSERTING & 
MAILING MACHINE 


Learn more about Mechanized Mailing 


. Visit Booth No. 70 


INSERTING AND MAILING MACHINE CO. 


PHILLIPSBURG, NEW 


JERSEY 


POSTAGE 


‘cours 


INSERTING AND MAILING MACHINE CO. 
PHILLIPSBURG, NEW JERSEY 


Send booklet, WIDER HORIZONS 
WITH MECHANIZED MAILING 


f) Arrange to prepare ANALYSIS & 
PROPOSAL, pertaining to our mailing 
operations 

Individual 

Firm 


Address 


City 
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HE 1920's were good and bad for 

direct mail. With two associa- 
tions, two magazines and thousands 
plugging for the 
medium, there were more articles, 
hooks and speeches on the subject 
than on any other method of adver- 
tising. Many of the speeches and ar- 
ticles were fanatically or partiotical- 
ly inaccurate. Wild and unwarranted 
claims made the opposition of other 
media or advertising agencies even 
stronger. 


of “disciples” 


There were many nasty attacks 
against direct mail. Newspapers 
printed editorials against the waste 
of “cireularizing.” Trade papers and 
general magazines smeared direct 
mail in their appeals to advertisers 

even though they used direct 
mail to carry their attacks. 


The biggest fault of direct mail 
adherents in the 1920's was . 
overselling. Too many direct mail en- 
thusiasts tried to match or compare 
direct mail with mass media. Big 
mailings were recommended ; 
rather than selective mailings. The 
damage done still shows scars. “Any- 
thing than can be sold, can be sold 
by mail” was the war ery of the 
crusaders, 


High-pressure salesmen traveled 
through “the sticks” selling banks, 
stores and manufacturers on syndi- 
cated mail campaigns. The purchaser 
signed up usually for twelve monthly 
mailings to a list as big as the sales- 
man could wangle. The pieces were 
prepared and shipped to the pur- 
chaser all at one time. The purchaser 
simply had to put on the stamps and 
mail. In theory, that is. What hap- 
pened in many cases was that the 
pieces got out of-date or the pur- 


Twenties 


chaser got tired. Thousands of costly 
mailing pieces cluttered-up the stock- 
room until finally destroyed. 
Thus another antagonist of direct 
mail was created. 


This point is important to remem- 
ber: Even though thirty or more 
years have elapsed, you will still run 
into businessmen who were at one 
time caught by the “syndicated 
campaign” racket. They “tried direct 
mail once and it was a flop.” A lot 
of us learned some valuable lessons 
from the catastrophes that it’s 
dangerous to create and produce 
some forms of direct mail too far in 
advance. Conditions change. 


Another sore spot of the twenties: 
Some manufacturers became overly 
enthused about the wonderful new 
medium of direct mail. They created, 
or were sold, “syndicated” monthly 
mailings for their dealers. Some gave 
the campaign to their dealers or 
charged a portion of the cost. The 
dealers received huge cases of direct 
mail matter. Many were not equipped 
mentally or physically to handle the 
details of mailing . . . so the “cam- 
paigns” remained on the shelf un- 
used. That, too, gave the agency 
scoffers more grounds for argument. 
I am not exaggerating: There were 
thousands of such cases involving 
millions of mailing pieces. It has 
taken years to live down some of 
these abuses. 
During those roaring twenties 
many large printers got into serious 
financial trouble when the syndicate 
balloon collapsed. It is only in re- 
cent years that industrial advertisers, 
for example, have learned how to 
handle dealer campaigns more sen- 
sibly. (See Reporter for September 


The Crusading 


1954, “How to Think About Indus- 
trial Direct Mail.”’) 


Another abuse of the 1920's 
cropped up in the retail field. Manu- 
facturers of all sorts of “customer 
control” equipment sold department 
stores elaborate methods for handling 
direct mail campaigns. Many stores 
loaded up with addressing machines. 
duplicators, filing cabinets, indexing 
systems . . . and an enormous 
operating staff. The theory was that 
a customer buying certain priced and 
styled clothes could be coaxed by 
direct mail to buy certain furniture 
or what-have-you. The trouble was 
that the systems were too complicat- 
ed and too costly. Direct mail got a 
black eye, and deservedly so, when 
many highly publicized retail users 
of the mail abandoned their direct 
mail departments, throwing out the 
machinery, the equipment and the 


befuddled staff. 


There were many other abuses in 
the soaring twenties. Too many to 
enumerate. Most of the abuses sprang 
from over-enthusiasm or from “ax- 
grinding.” With thousands of busi- 
ness firms using direct mail for the 
first time, counseled and serviced by 
untrained amateurs, it was only na- 
tural that a big percentage of mater- 
ial going into the mail was unsound, 
poorly conceived and shoddily ex- 
ecuted. The ax-grinders made things 
worse. A specialist in blotters, for 
example, would sell everyone pos- 
sible on using blotters. The three- 
color letterhead expert would jam 
three-color letterheads down the 
throat of every weak prospect wheth- 
er he needed them or not. And so on 
down the line. 

Perhaps the sorest spot in the di- 
rect mail picture in the late 1900's 
and early twenties concerned the hit- 
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Creative Regularly 
Compiles These 
Outstanding Lists: 


TWO ADDITIONAL LISTS ARE 
AVAILABLE IN THIS FIELD: 
14,108 Accounting Firms 2,716 Tax Consultants 


@ Rated Business Firms 
@ Roted Manufacturers 
@ New Business Firms 
@ Newly Promoted Executives 
@ Telephone Directory Advertisers 


@ Chamber of Commerce Members 
and many others 


For complete mailing list coverage ask for Creative's file 
of list data cards. Master lists of Rated Business Firms 
are available by industry and business executives are 
available by title. Inquiries are solicited. 


a CREATIVE MAILING SERVICE, INC. 
460 N. Main St. @ Freeport,N.Y. @ FReeport 8-4830 
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and-missers. These were the business 
people who succumbed to the 
crusaders, tried direct mail, then 
gave up. John Howie Wright, when 
he first became owner and editor of 
Postage, did much to counteract this 
condition. More than a lot of people 
know. 


In the December 1919 issue of 
Postage he printed an editorial which 
became famous in its day. “All the 
Failures in Business are . . . “ONE- 
TIMERS.” Lettershops and printers 
around the country reprinted it and 
mailed to their customers . . . with 
additional pleas for consistency. The 
editorial was repeated several times 
in future issues of Postage (the last 


THE PRESENT! 


I URING the early depression 

years direct mail took a licking 
just like everything else. But in some 
ways the depression was good. It 
forced out the fluff, the worthless. 
The medium began to level off into 
more sensible, orderly channels. 
Producers and advertisers alike were 
striving to develop practical, under- 
standable formulas for creating and 
handling the most complicated of all 
forms of advertising. Books on direct 
mail subjects became more numer- 
ous, but for the most part were pre- 
maturely incomplete, or were con- 
fined to restricted divisions of the 
subject, as dictated by the author's 
experience. A few colleges added 
limited direct mail training to their 
advertising courses, but the pro- 
fessors too lacked necessary details 
and personal with 
working methods. 


It took the depression years to 
give direct mail “a new look.” Things 


began happening about 1933, as | 
remember it. 


time we can discover was in April, 
1930). As a supplement to this study, 
we are printing it again. It's just as 
good today as it was in December, 
1919. See page 54 for a voice from 
the past. 


Another successful crusader dur- 
ing the 1920's for persistency in di- 
rect mail was the late Jack Carr. 
Originally in the lettershop business 
in Milwaukee, he moved to Florida 
and concentrated on selling and 
writing his famous cordial contacts. 
He wouldn't sell or write a onetime 
shot. . . only a series of at least 
twelve mailings. His letters and ar- 
ticles accomplished a great amount 
of good in getting more people to ac- 


From the start of the DMAA until 
1930, direct mail could be consider- 
ed in the crusading stage. Plenty of 
crusaders. Much shouting. But very 
little coordination of thinking. 


Direct mail had always presented 
a difficult subject of study because 
it had so many diversified component 
parts. In every other medium of 
advertising there was a_ definite, 
straight-line method of procedure. 
You bought space in selected media; 
you arranged copy, layout, art, plates 
and insertion. Radio presented more 
problems, but when the “show” was 
planned, arranged and staged, it 
was sent by straight-line circulation 
methods, which freed the advertiser 
from mechanical worries. 


Direct mail had been complicated 
and indefinite because there were so 
many people engaged in its creation 
and production. Many of the creators 
were inexperienced. For the most 
part, direct mail had been a business 
of amateurs and its one glaring fault 
was that a large percentage of the 


cept the theory that direct mail must 
be a continuing, everlasting building 
of cordial contacts. 


For the enlightenment of new- 
comers, we've picked two of the best 
Jack Carr articles of the past. One 
isn’t so much concerned with the 
continuity angle but it certainly 
shows that Jack Carr knew life and 
how to write about it. You'll find his 
“What People Like in a Letter” on 
page 58 His “Immaterial” (about 
continuity) is on page 61. 

In spite of all the faults and er- 
rors of the 1920's direct mail 
continued to grow. The sound ap- 
plications, aided by the sensible 
crusaders, outweighed the errors. 


The Lean Years 


direct mail volume was created by 
amateurs who did not understand 
the fundamentals. The fundamentals 
hadn't even been cataloged. (That 
term amateur could be applied to 
many people who might be profes- 
sionals in other lines of advertising 
and selling, but who bungled their 
direct mail work because they did 
not understand the technique of 
selective approach. 

Even today, analyze the advertis- 
ing business in your own town. Ob 
serve how many people are engaged 
in some form of direct mail activity 
(paper merchant, envelope manu- 
facturer, printer, lithographer, equip- 
ment salesman, list house, lettershop, 
engraver, binder, artist, counselor, 
mail order man . . . or just an every- 
day user). Listen to some of the 
screwy theories on direct mail voiced 
by those who know little about it . . . 
and you will understand why it is 
difficult for the newcomer to visualize 
a clear, accurate picture of the 
medium as a whole. Things were 
much worse in 1933. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Ne 
The Pasty 
OF 
‘ 
rage 
he 


CHICAGO e SEPTEMBER 12-13-14 e DMAA CONVENTION 


. » » WILL BE ON HAND TO HELP MAKE THESE YOUR LUCKY DAYS 


es 


wns Ke 
CONTACT MR. GRATIAN J. MEYER=MORRISON HOTEL TO DISCUSS 


“HOW SEN-BAK CAN MAKE YOUR DIRECT MAIL MORE PROFITABLE” 

IF YOU PREFER TO HAVE MR. MEYER CONTACT YOU... PHONE OR 


WIRE-COLLECT-TODAY... GENERAL OFFICE SERVICE ¢ INC. 


527 SIXTH STREET NW e WASHINGTON 1 DC ¢ NATIONAL 8-5348 


= 
| 
ar 
‘ 
‘i? 
; 


The DMAA had suffered financial- 
ly from the first shock of the de- 
pression. Eliot Wight, advertising 
manager of United States Envelope 
Company, became president of the 
DMAA at the New York convention 
in 1932. | think he should be given 
credit for being the first person to 
realize the need for coordinated or 
cataloged information about direct 
mail. Credit also for doing 
thing about it. 


some- 


Mathematical Progress 


I remember him telling a group of 
us that “direct mail needed 
dramatizing.” We must have some- 
thing to show. So Eliot dreamed up 
the idea of a traveling exhibit and 
the exhibit needed a theme . . . of 
themes. He gathered around him 
fellows like Leonard Raymond, Elm- 
er Lipsett, Henry Hoke, John Carden, 
Lorne Cameron, etc., to plan a sue- 
programs which were 
carried out under his administration 


cession of 


and those of his immediate succes- 
Leonard Raymond and Jess 
Roberts. 


sors, 


You might call that era the math- 
em tical or cataloging phase of direct 
mail growth. Looking back over the 
records, it’s strange how numerical 
ly minded we all became. For in 
stance, here is a partial list of some 
of the divisions of research which 
Eliot Wight’s 
original suggestion many of 
which were incorporated into travel- 
ing exhibits or displays of one kind 
or another: 


developed out of 


Six basic functions of direct mail. 
Nine trails to sales. 

Forty-nine ways to use direct mail. 
Six elements of showmanship. 

Four types of direct mail. 

Twenty-five major formats. 

Seven factors of fact-finding. 

Six steps in analyzing resistances. 
Twenty-five basic appeals. 

Four basic reasons why people buy. 
Six things people won't do. 

Eight things people will do. 

Four methods of fixing budgets. 

Five formulas for writing headlines. 
Four most common faults in letters. 
Twe obstacles to every campaign. 
Nine elements of a successful sales letter. 
Six elements of a mail questionnaire. 


They were all numerical indexes. 
But all made sense. Direct mail was 
beginning to put its house in order 
in 1-2-3 or a-b-c fashion. 

No use, in this report, to describe 
the separate researe hes or exhibits. 
The results have been gathered in 
other reports, such as “How to 
Think About Direct Mail” or “How 
to Think About Showmanship in 
Direct Mail.” 

It’s sufficient for the records to 
say that during the 1933-1938 period 
hundreds of thousands of people 
were exposed to an orderly presenta- 
tion of all the facets of direct mail. 


The Biggest Challenge 


Then came more lean years .. . 
for the money ran out to finance 
extensive promotions. The succeeding 
presidents of the DMAA did a noble 
job in holding the fort. Especially 
Rohe Walter, who is now press as- 
sistant to the Postmaster General. 


The war years were, of course, 


direct mail’s biggest danger and 
challenge. Many prophets of doom 
predicted that most of the printers 
and lettershops would be out of busi- 
ness “within a year.” The DMAA 


was not properly constituted to do 


NOW...as never before... 
with the all 


NEW TANDEM MODELS 
(2 sizes — 20 and 32 sheet) 


(3 sizes 
8,10, 16 sheet) 


Copyright 1955, Thomas Collators Inc. 


NEW PORTABLE 
TABLE-TOP 
MODEL 


(8 sheet) 
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the job that needed doing . . . so a 
separate organization was formed, 
called Graphic Arts Victory Com- 
mittee. Many of its members, includ- 
ing treasurer and wheel horse, Harry 
Porter, were members of the DMAA 
and worked closely with it. So did 
Ed Mayer, who through the war 
years kept the MASA together. 


* 


The GAVC succeeded in proving 
that direct mail and printed material 
of all kinds could be used to promote 
the vital and necessary projects on 
the home front. The printers and 


lettershops, in most instances, were 
busier than ever. And direct mail 
grew in stature. 


THE THIRD PHASE 
OF PROGRESS: 


FTER the war was over folks 

connected with direct mail 
had to pick up the pieces and try to 
put them together again . . . just 
like everyone else. The DMAA as an 
organization was no exception. It 
instituted, after the emergency, a one- 
term presidency arrangement 


cul your collating costs 


new THOMAS COLLATOR 


Here's exciting collating news! 
Now, as never before, you can cut 
those painfully high collating costs 
with the all new electric-powered 
or mechanical Thomas Collator! 


Whether you spend 2 or 200 hours 
a week collating sales bulletins, 
price lists, reports or any other du- 
plicated material, you'll be amazed 
at the easier, faster, more accurate 
operation of the all new Thomas 
Collator! 


Today find out how you can say 
a thankful “good riddance” to the 
time-waste, confusion and mad 
scramble of old-fashioned collating 
methods. Write for your free copy 
of our colorfully illustrated bro- 
chure that tells how to increase 
efficiency, perk up office morale and 
reduce costs by at least 50%! No 
obligation, of course! 


Collatovs 


' 
More in Use Then All 
‘ 


CLIP OUT AND MAIL NOW! ~~ ~~ 


Thomes Collators inc., Dept. 
50 Church N.Y.C. 7, N.Y. 


ONLY THOMAS COLLATORS 
cive rou 
IMPORTANT FEATURES 
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MECHANICAL OR ELECTRICAL OPERATION. * 


EXCLUSIVE SPEED LOAD CONTROL.* 
Avtomatic lift that permits faster, 
easier stocking in bins! 

NEW ROTATING FEED-FINGER.* 
Never before such efficient, positive operation! 


NEW INCREASED BIN CAPACITY 
AND BIN SIZE. 


NEW OVERALL MODERN STYLING. 


EXCLUSIVE STROKE-STOP REGULATOR.* 
One movement adjusts al! feed-fingers 
so they accommodate any sheet size! 

NEW STACKING AND WORK SURFACE. 


Plus the positive protection of a full one 
year gvorontee. 
*Not Avoilable On Table-Top Model 


FREE THOMAS COLLATING COST CALCULATOR. 
Instantly shows time and money saved between 
Thomas collating and manual collating. Helps to 
schedule upcoming jobs efficiently. A must for every 
office that does collating. 
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FREE fully-colored, illustrated brochure. 


(C) FREE Thomas Collating Cost Calculator. 
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and the men who held office (see 
chronological listing) did a magnifi- 
cent job of holding the fort and re- 
gaining strength. The association to 
day is better fixed financially and 
numerically than ever before. 


If Phase One of direct mail grow- 
th can be called “The Crusading 
Years” . . . and Phase Two, “The 
Fact-finding or Cataloging Years” 

then Phase Three should be 
labeled the “Putting-Together Years.” 


The associations, both DMAA and 
MASA, together with The Reporter 
and others, worked to consolidate 
the researches of the past into un- 
derstandable reports or studies for 
the benefit of all the newcomers. If 
it had not been for the fact-finding 
and formula-gathering of the 1930's, 
The Reporter would not have been 
able to put together the seven fea- 
ture studies which make up the 
miniature training program now 
used in many schools and businesses. 


If it had not been for the faet- 
finding of the thirties, the authors 
of some of today’s books on direct 
mail would have run out of material. 
This third phase had nothing partic 
ularly spectacular about it. Just hard 
plugging. 


THE FOURTH PHASE: ~» 


THINK we are just about enter- 

ing the fourth and possibly the 
last phase of direct mail progress. 
For want of a better term we'll call 
it: “The Mature Years.” The crusad- 
ing, as such, is a thing of the past. 
The basic fundamentals and formulas 
have been researched. The pieces 
have been coordinated and cataloged 
so that anyone with a real desire to 
learn can get the facts. 


From now on . it’s a mature 
application of basic principles and 
a constant search for methods of 
doing old things better, 


There is no use stretching this 
report longer than necessary. I 
could take up considerable space by 
outlining predictions of things to 
come... but others may have said 
it better. For the last six months | 
have been saving what | considered 
exceptionally goo articles or 
speeches and will insert them in the 
supplement following the reprints of 
the Wright and Carr articles. See 
pages 64 to 100. Read them care 
fully . . . combined, they represent 
the future of direct mail thinking. 
And progress. 


Add 
13 
= 
47 


More than 


140 MILLION 
a month 


That's right — business houses now use more than 140 
million sheets of WAUSAU IMPRESSION PAPERS a month 
for sales letters, office forms, announcements, reports and 
many forms of advertising . . . and this is increasing month 
after month. 


This tremendous popularity is the direct result of user- 
satisfaction. In other words, it’s the users’ way of saying, 
“We get the best impressions from Wausau Fine Impres- 
sion Papers”. 

WAUSAU IMPRESSION PAPERS are key production 
papers for the three major duplicating processes: Offset; 
Stencil Duplicating; Spirit and Gelatin Process. 


The complete Wausau Impression Paper line is available 
nationally through authorized distributors and stationers. 


WAUSAU PAPER MILLS CO. 


Artisans of Fine Papers 
General Sales Offices 
111 West Washington Street, Chicago 2, Illinois 
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S° FAR in this report, | have sim- 

ply sketched the broad phases of 
the early development of direct mail. 
But someone is bound to ask at 
some time: “What were the most 
significant developments in direct 
mail which helped its growth?” 
Others may have different ideas . . . 
but here are my candidates in 
chronological order: 


The inauguration of Rural Free 

© Delivery on October 1, 1896. 
This opened up large vistas of busi- 
for the mail order houses, 
especially when coupled with the 
next item. 


ness 


9 Inauguration of Parcel Post. An- 
@ other bonanza for mail order. 
Few people realize that the original 
bill for this new service was written 
and promoted by the late Reese 
Hicks, secretary of the Baby Chick 
Association, solely as a means of 
helping his members extend their 
markets. But it helped everyone. 


The inauguration of Air Mail 

e (starting first in 1918). Opened 

up new avenues of doing business 
fast by mail. 


The adoption of the Business 
© Reply Permit system in 1925. 
Few people using so casually this 
easy method of getting replies realize 
the years of struggle required to 
secure the regulation. Few using it 
today can remember or visualize the 
revolution it caused at the time. It 
changed the entire selling picture in 
many businesses. 


5 Adoption of the Bulk Rate sys- 
© tem for third class mail in 1926. 
Gave a tremendous boost to all those 
who sold by mail or used third class 
in any form. Changed procedures in 
many lettershops and private plants 
and was instrumental in helping to 
make mailing lists better. Kept better, 
that is. 


Significant 


Developments 


6 The start of the Annual Direct 
e Mail Leaders Contest around 
1926 or 1927. This contest stimulated 
increased interest in direct mail and 
raised its sights. Credit for starting 
goes to George Ward of D. L. Ward 
Paper Company, Philadelphia, who 
ran it as a company promotion for 
a number of years and then turned 
it over to the DMAA., 


Start of the List Rental idea 

® somewhere around 1933, A few 
people, like Lee Bair of New York 
and Cico Mailing Service in Yonkers, 
had experimented before that time 
in list exchanging between list own 
ers. So had Arthur Martin Karl when 
he was with Educational Lists and 
before he went into business for him- 
self. According to the best records, 
Leonard Raymond, assisted by Jim 
Mosely, started the first completely 
organized list rental agency and sold 
the idea to skeptical list owners. It 


opened up an entirely new way of 


1950 


$ 77,378,375 
70,613,089 
83,437,110 
75,895,856 
76,452,347 
74,459,576 
69,928,571 
75,937,938 
75,738,875 
65,752,037 
85,980,128 
67,086,578 


$918,660,480 


Month 


January 
February: 


$1,056,296,826 


HOW FAST IS DIRECT MATL GROWING? 


1953 


$ 101,826,775 
98,142,249 
113,955,380 
105,653,499 
97 £88,529 
98,874,122 
99,757,573 
90,104,874 
100,098,332 
117,403,208 
114,923,679 
117,765,614 


$1,256,393,834 


$ 99,516,152 
95,709,310 
100,214,425 
97,849,353 
94,530,640 
89,120,702 
88,664,382 
91,468,973 
99,862,486 
112,670,142 
101,134,574 
100,347,845 


$1,171, 068,984 


1951 


90,672,133 
80,379,898 
94,396,448 
87,687,886 
87,746,885 
65,151,810 
78,676,791 
86,832,775 
85,160,242 
102,049,878 
97,370,182 
80,171,898 


1955 


$ 111,600,961 
106,491,373 
123,986,168 
116,116,962 


1954 


$ 105,510,100 
103,902,873 
121,281,000 
115,725,395 
104,597,853 
100,500,882 
102,346,655 
105,083,804 
106,698,520 
118,382,268 
121,381,294 
167,472,271 

$1,374,8862,915 
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April: 
May. 109,367,107 
June: 110,346,439 
July: No figures 
August: No figures 
September No figures 
October: Neo figures 
November No figures 
December Ne figures 
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TENSION RELIEVERS 


‘* This is a custom job | had made 


TENSIOy 


at Tension... Their regular 
models are for letters!”’ 


For high quality jet-fast service 


Visit Us aft 

Booth 40 at 
the DMAA 
in Chicago 


and “down-to-earth” prices: call or write 


gO TSANG NOISN 3, 


MINNEAPOLIS 1, MINN. © 129 Morth 2nd FT. WORTH 12, TEXAS + 5900 


COTTON PAPERS 
"Dress Up" 
DIRECT 


BONDS * LEDG 
VELLUMS © BRIS 


“TENSION ENVELOPE CORPORATION 


WEW YORK 36,6. 522 Filth Avenve DES MOINES 14, + 1912 Grand Avenve 
ST. LOUIS 10, MO. 5001 Southwest Ave. KANSAS CITY 8, MO. 19th Campbell Sts. 


East Rosedale 


TENSION ENVELOPES-TENSION ENVELOPES-TENSION 


“OPES-TENSION ENVELOPES-TENSION ENVELOPES -S$3d013 


handling lists and doing business by 
mail. It resulted in the present-day 
National Council of Mailing List 
Brokers . . . the members of which 
handle transactions involving enorm- 
ous amounts of direct mail. 


The development of a sound 
emethod of estimating total 
U.S.A. Direct Mail Dollar Volume 
(about 1948). For many long years, 
direct mail (as a medium) was 
plagued by the fact that it could not 
supply an official annual dollar 
volume in comparison with the 
statistical records supplied by other 
media. Various individuals at various 
times gave out estimates for publica- 
tion. They were more or less based 
on pure guesswork. But Leonard Ray- 
mond, Ed Mayer and this reporter 
(separately ) finally developed rea- 
sonable methods of arriving at a 
formula. The final results from each 
formula differed considerably. So 
along about 1948 the DMAA officers 
were asked to take over the project 
and conduct a nationwide survey 
with the three “competing” estima- 
tors on a committee chairmanned by 
Horace Nahm. The survey was made. 
Formulas were revised to coincide 
with survey findings. The DMAA 
then started (in 1949) issuing 
monthly estimates of total dollars 
spent for all types of direct mail. 
These estimates have been widely 
accepted, although questioned by a 
few jealous critics. 


The estimating committee has con- 
tinued to function. It has made re- 
peated check surveys (the last just 
three months ago). The complicated 
formulas for estimating have been 
revised several times to fit the find- 
ings and new conditions. Probably 
will be again. But the basic idea was 
right and the development actually 
did put direct mail on a professional 
statistical par with other media. For 
the record, on page 49 we have re- 
printed a month-by-month record of 
the past five-and-a-half years. (It 
would be possible now, using estab- 
lished formulas, to put fairly accurate 
estimates on all previous years. Most 
of the years would show a continuous 
growth.) 


Among significant developments 
* should be listed the technical or 
mechanical improvements in machin- 
ery for producing direct mail. No 
chronological dates can be fixed . . . 
for it was a continuing development. 
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FOX RIVER PAPER CORPORATION 
Appleton, Wisconsin 
| 
| 50 THE REPORTER 


Bill Kier was perhaps the first en- 
trepreneur with his development of 
the individualizing press. Harry Latz 
also developed individualizing equip- 
ment. Great strides have been made 
in the last twenty years in litho- 
graphy. Such strides . . . that 
practically every lettershop now has 
offset equipment. To our way of 
thinking, the most outstanding de- 
velopment of recent years (even 
more so than metering postage) was 
the perfection of an automatic insert- 
ing and mailing machine (Inserting 
& Mailing Machine Company, Phil- 
lipsburg, N. 3. This solved one of 
the most difficult problems of direct 
mail handling. Eliminated the tedious 
hand toil. Made the enormous mass 
mailings of today possible. | saw a 
battery of twenty of these machine 
starting on a mailing of some thirty 
million envelopes containing many 
different pieces. And | visualized the 
the bedlam that would have existed 
if the operations had been handled 
by hand labor. 


Other technical developments are 
in the making. Will be possibly more 
significant. 

As you'll read in Larry Chait’s re- 
port (see supplement) . . . manu- 
facturers are competing frantically to 
develop the most practical electronic 
addressing equipment. Some are al- 
ready on the market . . . but are 
limited to the “big stuff.” However. 
electronic selection and printing of 
addresses is on the way . . . actually 
here in spots. 


Al Stillson at Eastman Kodak 
Company has made tremendous 
strides in developing a 60,000-an- 
hour electronic selector and addresser 
and has also revolutionized his en- 
tire mail preparation and dispatch 
with electronic and mechanical de- 
vices. We understand that Eastman 
has produced a film showing the en- 
tire process. It will be used for in- 
ternal employee training but may 
be made available to outside groups 
as a stimulus for future study in de- 
veloping mechanized and electronic 
direct mail handling. Keep your eyes 
on these developments. They are all 
significant steps in direct mail pro- 
gress. 


The tenth significant develop- 
es is undoubtedly the Code 
of Ethics finally adopted by the 
DMAA in 1954 after several years 
of preliminary work by a committee 
headed by J. S. Roberts of Atlanta, 
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just those who receive your letters... 
that's who! 


and since their feelings are important, why not increase the prestige of your 
letterheads by using a fine rag bond by Neenah ? 


who notices if you are 
using a fine rag bond for 
your business letters? 


\ 


Want a letterhead that will be preferred by 
your customers? Then ask your printer for a 
free copy of the Neenah Guide to Preferred 


Letterheads.”’ It is based on a four-year survey 


that determined what businessmen preferred 
in letterheads« 


WEL PRFERS 


PAPER COMPANY - Neenah, Wisconsin 
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Georgia. It wasn’t an easy job and 


a ° some toes had to be tramped on. But 

These Leading Mail Order the code is now in force and mem- 
bers are being required to live up 

to it. Of course, it cannot be en- 


Advertisers are Served by forced on non-members or the small 


fringe of crooks who use the mails 


OMPANY to defraud. But publicity directed 
MAXW against the misusers will help in 
a keeping the mails clean. The detailed 
American Recording Society specifics of the code are fairly long. 
Around-the-World Sheppers Club Alexander Hamilton Institute But in brief. the DMAA members 
Art Treasures of the World Internctional Collectors Library pledge themselves to the following: 
Bobson's Washington Service Jockson ond Perkins 
Arthur Brown & Bros., Inc. Junior Literary Guild 
Cercle du Livre de France General ‘Standard of Practices: 
Children’s Record Guild Music Treasures of the Werld In our Direct Mail Advertising: 
Chilton Greetings Compony Patric? inewrence Compeny (a) We'll be service minded. We'll 
CIHU Club of Inspirational Books John F. Rider, Publisher, Inc. attempt, always, to prepare and use 
Columbia LT Records Club direct mail that serves the best inter- 
Ronnie Sales 
acca ests of the public... for true service 
_ is the surest road to profit and satis- 
Viking Sleene faction. 
Young People’s Records 
Zenith Stomp Company - (b) Our statements and promises will 
Let us show you how to build a profitable magazine, newspaper or radio advertising be clear and understandable. We'll 
campaign, employing the tested techniques we have developed for many of the avoid half-truths j ‘sleading 
largest and best known companies in the mail order field. You will be under no SS GRE 9 MINCEEINGE 
obligation to accept our recommendations, and if you do, the cost will be no greater statements .. . for vagueness breeds 
than for a small direct mail test. controversy. 


MAXWELL SACKHEIM & co., Inc, (c) We'll be honest. Our perform- 


Member of American Association of Advertising Agencies ance will match our promises. Our 


yroducts will match our clai 
670 Filth Avenue, New York 19, N.Y. Ploze 86-2086 
for faith grows on good experience. 


(d) We'll be decent. We'll keep 
our mail equal to or above our per- 


Every once in a while we are asked a welcome question— sonal standards of decency . . . for 


“Just what de you do?” It gives us a good excuse to go immoral, irritating and offensive 
mailings make enemies, not friends, 


over our list of services to make sure we haven't left out for cur malian. 
anything important. Here it is. May we fill in some of the 


details for you? (e) We'll be businesslike. We'll hold 


to high principles of business. We 
won't take unfair advantage of the 
innocence, sympathy or conscience 


Product & Service Literature House Organs Special Evert Material of others. 


Booklets © Folders Annual Reports Contest Literature 
Brochures © Broadsides Books © Magazines Premiums © Sales Gadgets ({) We'll reach, or exceed, specific 
Sales Presentations Toys © Gomes © Maps Coupons © Car Cards standards of practice established by 
Catalogs © M Calendars Postcards Box Wraps the DMAA_ membership. 

Inserts © Bulletins Point of Sale Dominations Product Cards 
Promotion Kits Window & Counter Displays Cellophane Bags & Wraps Specific Standard of Practices: 
Ad Reprints © Letterheads Posters © Floor Stands letter Processing (a) Members will make their offer 
Biowups © Novelty Diecuts Self-Service Mershandise — List Maintenance clear; avoid misrepresentation of an 


ustrated & Gadget Letters In-Store Spot Reminders Mailing & Distribution offer, product or service. Will not 
use ambiguous statements. 


b) Th ull . 
ARDLEE SERVICE, INC. ly or 
turned because of being unsatisfac- 


OFFSET LITHOGRAPHY © DIRECT MAR © SALES PROMOTION ata 


28 West 23rd Street @ New York 10, N. Y. (c) They will not make vulgar, im- 


moral or offensive mailings. 


ORegon 5-0300 
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(d) They will not use the mails to 
promote the sale of gambling devices, 
pornographic material or other mat- 
ter not acceptable for mailing on 
moral grounds. 


(e) They will not mail unordered 
merchandise, for which payment is 
requested. 


The final significant develop- 
1 1 e ment in the progress of direct 
mail can be wrapped around the 
present increased attention to Direct 
Vail Education . . . and FACT- 
FINDING. Firms like Ford and Stan- 
dard Oil, working with their agencies 
(such as J. Walter Thompson) and 
through research organizations (such 
as Elmo Roper and Dick Manville) 
have made a serious effort to find out 
if and how and when direct mail 
works. Their findings of the past 
few years have revolutionized the 
thinking of agencies and big com- 
panies. Direct mail is no longer the 
underdog. 

More and more national associa- 
tions are giving direct mail a place 
on their convention programs or in 
the presently popular summer adult 
training programs. This reporter re- 
cently attended the summer seminar 
of the Ohio Insurance Agents Asso- 
ciation at Miami (Oxford) Univer- 
sity. Direct mail was a vital topic. 
The new week-long adult training 
program at the University of Illinois 
was another step forward in this de- 
velopment. The continuous work of 
the American Business Writing As- 
sociation is providing the leaders of 
tomorrow with more solid, substan- 
tial information about direct mail 
than the students of the past ever 
received. In other words, this last 
and final development changes the 
whole picture of direct mail. It’s a 
far cry from the 1920's . . . the 
era of crusading. 


That about wraps up this report 
on the Past and Present of Direct 
Vail. For the Future, we'll give you 
the words of others . . . in the sup- 
plement which follows. 

So far as The Reporter is concern- 
ed . . . direct mail is here to stay. 
In spite of the frequent misuse of 
the medium, in spite of the attacks 
still made against it . . . direct mail 
forty years from now will have a 
more brilliant history than the record 
of the past forty. Someone else will 
have to write it. But this report will 
supply the starting point. Never the 
end. 


To find 
out about 


these 


good ideas 
send for a 
free copy 
of this 

U. S. E. 
DIRECT 
ADVERTISING 
booklet. 


UNITED STATES ENVELOPE fui 


SPRINGFIELD 2, MASSACHUSETTS 
i ; 15 Divisions from Coast to Coast eat 
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What Others Think About It 


In Section One, we gave you historical data collected Reporter's Note: In Section One of this 


by the editor of THE REPORTER. In this important report, we promised to give you an ex- 
supplement, we give you articles, speeches or observa- 
lions of seven authors. FROM THE PAST .. . John 
Howie Wright and Jack Carr. FROM THE PRESENT: 
George Cullinan, David Margulies, Lawrence Chait, Dr. 
Ernest Dichter and John Yeck. See “Reporter's Vote” 
preceding each “opinion” and you'll understand reason 
Jor inclusion. 


ALL THE FAILURES 
IN BUSINESS 
ARE "ONETIMERS” 


by John Howie Wright (Written in 1919) 


ample of the crusading editorials by John 
Howie Wright. Here is the one written in 
1919, which appeared in his newly-owned 
magozine POSTAGE .. and which, when 
reprinted widely, did much to overcome hit- 
or-miss and one-shot ventures in direct mail. 
The advice is just as good today as it wos 
thirty-six years ago. Maybe some of you 
will want to reprint it again. 


ERSISTENCY is a_ blue-white 
flawless diamond. Show me the 
man that is persistent and [ll show 
you either a present success or a 
future success Show me the firm 
that is persistcut in its Sales Pro- 
motion Department and [ll show 
you a present or a future success. | 
am sick and tired of the “onetimers” 
the men who tremble and shake be- 
fore they try anything, then say, “I 
will try anything once,” knowing in 
their shaky hearts they won't have 
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‘Hamilton Bond 


W.C. HAMILTON & SONS ESTABLISHED 1856 MIQUON, PA. 


OFF ES IN NEW YORK, CHICAGO, |\OS ANGELES 


H. H. Hanson, Chairman of the Board « lane Taylor, President « J. H. Duntor 


September, 1955 


LiT'S EXPLODE A MYTH 
AS0UT BOND PAPERS 


You aren't in the printing business (or the paper-making business) very 
long before you get the idea that one bond paper is pretty much like 
another. So many people say it’s so that it must be so. 


Bunk! 


If you were to compare the bonds of ten years ago with those of today, 
you'd see a tremendous difference. You'd notice it on your presses and 
in the finished jobs. Your customers would see it in typing, handling, 
folding strength, duplicating-machine operation. 


Wny this difference’ 


genuinely better bond, and the rest of the 
The same old story of progress through compe- 


tition. 


We believe that today's best bond--the finest of all No. 1 sulphites-- 
the bond the rest of the industry must match--is Hemilton Bond. We know 
beyond doubt that it's the fines* bond we've produced in 25 years of 
bond-making. We have evidence that printers in increasing number are 
standardizing on it. 


Hamilton Bond is genuinely watermarked, surface sized, pre-humidified. 
It lies flat and feeds perfectly. It prints well. It has great strength 
and folding endurance. It erases like a dream. 


You can test some of these things on this sheet. You can test them all 
with a sample run on Hamilton Bond. We believe you'll find it richly 
worth your while to do so. See your Hamilton Lond merchant or write us 
directly, won't you’ 


Sincerely, 
W. C. HAMILTON & SONS 


{i 

J’. H. Dunton 

Vice President in Charge of Sales 
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the nerve to try again. Their cylin- 
ders are full of carbon. Their valves 
need grinding. They can roll down 
hill but they won't fight the uphill 
battle. Give me the man who works 
out a good idea, shoots out his lower 
jaw, sets his teeth, and tackles the 
work with persistency. We once knew 
a businessman who had the tenacious 
persistency of a whole litter of year- 
old bull pups. He knew not failure. 
Another businessman of the “jelly- 
fish” family once said to him, “It is 
a good idea but you will never put 
it over. You are butting up against 
a stone wall.” “I will show you,” said 
B. P. Persistency, “I will go over 
the wall or under the wall. If I can- 
not do either, | will go through it.” 
And he did. 

The “onetimers” 
They are producers of many popular 
melodies, such 1 Never Had a 
Chance, Opportunity Came His Way, 
He Was Born With a Silver Spoon, 
He Is a Lucky Dog, ete. Luck be 
hanged. Luck is not a patented pre- 
scription. It has three simple ingre- 
dients—think, work, stick. A man 
who will think, a man who will work, 
a man who will stick, can accomplish 
anything. If a man applied to me for 
a position and wrote but one line, 


are everywhere. 


as 


Spee-D-Ada 


Tew SHEETS. Most versatile 
kind of addressing label. Type- 
writer size sheets for typing and 
duplicating. Type 33 labels with 
One insertion in typewriter. Make 
carbons for multiple mailings. Lint- 
free; pod-free. 33 labels, 2' 6” x 
1”, per sheet. 


All with Dennison 
special formula gumming 
for tight adhesion 


“I am a thinker, a worker and a 
sticker,” that would be enough. Let 
him be long-haired or bald, lean 
or fat, short or long, blonde or bru- 
nette, Jew or Gentile, | care not. He 
has the passwords. 


You all know 
Those who try one cigar and knock 
it for the rest of their lives, forget- 
ting that their liver was upside down 
when they smoked it. 


the “onetimers. 


make of tire 
rest of their 


Those who try one 
and knock it for the 
lives, forgetting that no tire can 
stand car tracks, car switches and 
60% inflation. Those who try to live 
with one woman for life and when 
they fail, knock all other women, for- 
getting that they either picked a sour 
orange or were bad apples. Those 
who buy one copy of a business mag 
azine for 25 cents and fail to sub- 
scribe because they did not find an 
article in it that would tell them how 
to double their business between sun- 
down and sunrise. Those who read 
one book on business and say, “He 
knows nothing about my business.” 
Those who advertise once in a news- 
paper or magazine and never adver- 
tise afterwards, forgetting that their 
copy might not have been well writ- 


ten. Those who send out one letter 
or one booklet or one circular and 
vell for the rest of their lives against 
all direct mail advertising because 
the returns were only 2%, forget 
ting that expert sales literature writ 
ers are not made in a day. And | 
could go on indefinitely. 

They are legion, these “onetimers” 
and they are all failures. I defy 
anyone to name a success in anything 
who was a “onetimer.” Just 
and think. Can you recall a single 
successful man of your acquaintance 
who lacked persistency? Almost any 
business is a good business. Nine 


stop 


out of ten businessmen fail because 
“onetimers.”” Some men 
think but don’t work, Some 
work but don’t stick. 

The happy combination is: think, 
work, stick. There are thousands of 
towns in the United States with a 
population less than 500. We know 
half a hundred businessmen 
could start six-story department 
store in practically any one of them 
and make it pay. Why? They are not 
“onetimers.” They have developed 
their Bump of Persistency to the nth 
power. Try it. It's wonderful. Don't 
forget this: Persistency can be de 
veloped just as a muscle or a brain, 


they are 
men 


who 


Here are <= Smart ways 


to speed up your mailings...use 
Dennison Addressing Labels 


2. IN CARBON SETS. Quick, 
clean, easy for typing multiple 
mailings. Four sheets of couponed 
label paper collated with one-time 
carbons. Labels stay lined up until 
snapped apart. 33 labels, 2' 5” x 
16”, per sheet; 132 to set. 


At your stationer’s 
or write for the name 


of your nearest dealer. 


FRAMINGHA 


3. IN ROLLS. Quickest, easiest 
for one-time mailings. Labels come 
in continuous strip for convenient 
typing and attaching. 1000 labels, 
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POLICE REPORTER on the Chi- 

cago Tribune started to the race 
track one afternoon. Walking through 
an underground passageway that 
leads to the suburban train sheds he 
was shot and instantly killed. No 
one has yet been convicted of the 
erime. 

A radio announcer sat smoking in 
a cushioned chair in the lounee of 
a Detroit hotel. All the life of a 
popular hotel lobby flowed around 
and past him. Someone stepped out 
of the crowd like a deadly snake 
slithers out of the weeds of a swamp 
to spit its venom. A flash of fire, 
the sudden startle of shots, the slump- 
ing of a body, and the voice that had 
made millions listen, was quiet for 
all time. No one has yet been con- 
vieted of the crime. 

Over the sun-seorched miles of the 
Middle West swept a wave of re- 
sentment against crime and criminals. 
Awakened out of a stupor superin- 
duced by the hottest summer in 
years, a million men and women 
decided something must be done to 
stop shooting, slugging and the rule 
of the roughneck and racketeer. 

“Put up more prisons, lock these 
mortal lepers behind bars they can- 
not break, catch ‘em and kill ‘em. 
hunt ‘em and hang ‘em, cleanse this 


Reporter's Note For those whe ore historical- 
ly-minded this “lift” from the past 
should prove interesting. tt should be in- 
triguing tee for these whe like good copy. 
The lete Jack Corr was in his prime during 
the early thirties, A former newspaper 
reporter, he could turn out tons of copy at 
the drop of a het. Read this reprint from 
the October 1930 issue of POSTAGE AND 
THE MAILBAG 


By Jack Carr 


country of crime. They've shown no 
pity, we'll show them none...” 

These two crimes were the culmi- 
nation of a hundred or more of a 
similar nature during the past year 
or so in the Middle West. And other 
sections of the country as well. Be- 
cause post-prohibition crime plays 
no favorite when it comes to loca- 
tion. Every state has had its share. 
These two merely served to bring 
to'a head a rapidly rising horror of 
the conditions. A population decided 
overnight to avenge itself. To wreak 
a vengeance as swift as that of the 
vigilantes of an earlier generation. 

For many years the Volunteers of 
America have maintained an organi- 
zation known as the Volunteer Prison 
League. It has done creditable work 
in aiding and assisting paroled pri- 
soners, rehabilitating them as respect- 
able citizens, and helping their fam- 
ilies. 

Before crime became so prevalent. 
the general public had a vague idea 
there were two sides to every pic- 
ture. Through an unfortunate shift- 
ing of circumstances, a man might 
be led into the commission of a 
crime. At the moment he was a crim- 
inal, but . . . back of the bars, be- 
hind grey stone walls, he’s just a 
number! The prison pallor on his 
face, a hunted look in eyes that 
lack the lustre of hope. Caught . . . 
in the meshes of the net of the law. 
Shoved into a shuffling line of fellow 
unfortunates. Clad in gawky gar- 
ments that hang loosely like an old 
suit of clothes across a frame. 

Back of the bars, he’s just a num- 
ber. He may have been the president 
of a bank, a sales engineer. There 
may have been a time when he 
stepped to the platform for his uni- 
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What People Like 
In A Letter 


versity degree. From every walk of 
life come men who take their place 
in the shuffling line. He’s inside now, 
with his thoughts and memories. 
Sometime he'll confide them to the 
prison chaplain. He'll tell of a wife 
and children somewhere on the out- 
side. He may be a number in the 
eyes of the state. But to them he’s 
still a husband ard a father. A daddy 
they're watching and waiting for. 

That was the side of the picture as 
the Volunteers of America saw it. 
And many were glad to contribute 
yearly to a fund devoted to the Pri- 
son League work. 

Suddenly something snapped in 
the mental makeup of millions of 
people. The crimes | mentioned in 
starting this story were featured on 
the front page of dozens of daily 
newspapers for weeks. The psycholo- 
gy of a population completely 
changed. An attitude of “give the 
criminal a chance to make good.” or 
“why should his family suffer?” be- 
came a determination to destroy all 
criminals, And if an innocent family 
was dragged down with him, well. 
it was just too bad, but crime and 
the coddling of criminals must cease. 

Contributions for this branch of 
the work of the Volunteers of Ameri 
ca have always been secured through 
letters. People must have liked the 
letters or they would not have sub- 
scribed as generously as they have 
for a long time. 

This is the type of letter they 
used: 


Name 

Address 

City 

When the prisoner “goes up” an innocent 
wife and children often “goes down.” 
Down into the depth of poverty and des 
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The familiar adage about all the eggs in one basket 


may be sound advice for stocks and bonds...or even eggs, for that matter 


. +» but for your direct mail and sales promotion production problems—there’s another story! 


It’s not only the money you save by whittling down 
the number of your suppliers and placing an entire 
printing and mailing job in James Gray hands. 
You get top-notch service, top-quality reproduction 
and dependable adherence to your deadlines. In ad- 
dition, consider the savings in your own time, in 
your personal responsibility for maintaining sched- 
ules; think of the value of eliminating last-minute 
crises. 


And when counsel and creative services are required, the 
Hickey Murphy Division of James Gray, Inc. offers un- 
paralleled experience in developing effective direct mail and 


sales promotion programs. 


These are the reasons more and more users of 
mailadvertising are depending on James Gray for 
every step in the production line:—for competent, 
low-cost lithography... for craft-planned letter- 
press printing... for complete and efficient letter 
processing, inserting and mailing operations, for 
bindery work... for every detail, large or small, 
that demands accuracy and economical production 
handling. 


JAMES GRAY, INC. 


216 East 45th Street New York 17, New York MUrray Hill 26000 
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SHOWMANSHIP 
PAPERS 
By PENINSULAR 


Come to Booth 20, DMAA Convention, September 12, 
13, 14th at The Morrison in Chicago. Jack Shepherd 
will show you Peninsular’s unusual line of text and 
. colors and textures that will add 


real Showmanship to your Direct Mail. 


PNPER COMPANY 


Phone Tel: 62 


getting 
© 
salesmen 


Then you'll want to get the facts on our kind 
of Sales Letter —with the built-in reply card 


You'll be joining o mighty impressive list of 
blue chips, too, who've learned that the 
built-in reply card boosts responses, 
lowers selling costs! 


One-stop service for creative printing 


and mailing saves your time- keeps you busy 
planning instead of just picking up loose ends. 


Why not send now for more information and 
samples of recent successtul promotions? 


SALES LETTERS 


"148 W. 23rd Mew York 11 
Telephone WAtkins 9-6028 


Over 1,000 
Shop Owners 


Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 


Detroit 35. Michigan 


pair. Silent sufferers for the sins of the 
father. 
Cold-blooded crime deserves no coddling. 
Defiance of law does not awaken our 
sympathy. Justice must be served and 
those who wilfully commit crime should 
pay the price in prison cells. 

But... the wells of sympathy are drilled 
deep in most of us. Charity springs eternal 
in the human heart as hope spring. 
eternal in the human breast. 

If cell bars deprived only the prisoner 
of his liberty, if only he paid the price, 
all well and good. But in many, many 
cases they also deprive a family of its 
sole support. 

Usually they stand the strain as long as 
they possibly can, making earnest effort 
to hide shame and sorrow, until hunger 
haunts and goads them into an appeal 
for aid. 

Then they come to us. To the Volunteer 
Prison League, a branch of our organiza- 
tion, devoted to helping the destitute 
families of prisoners. 

It's not a question of condoning law- 
lessness or petting prisoners. It's just a 
case of helping those who suffer through 
no fault of their own. 

Will you help us help them? 


Cordially yours, 


THE VOLUNTEERS OF AMERICA 


Then came the crime wave. cul- 
minating in the brutal muder of a 
radio announcer. Immediately was 
created a very strong feeling against 
all forms of aid for prisoners and 
their dependents. 

One man wrote the Volunteers: 
“Making crime easier is worse than 
crime itself. What we need is harder 
punishment. You can’t stop crime 
making a playhouse out of prison 
and establishing funds for the care 
of dependents.” 

The Volunteers of America were 
sensible enough to stop sending out 
letters of appeal for funds for this 
branch of charitable work. They re- 
alized that at this particular moment 
the mere mention of crime and crim- 
inals in a letter was something “peo- 
ple DID NOT like in a letter.” 

I have found it so much easier to 
relate a single instance illustrating 
the trends of the mass mind than 
to answer the question the editor 
asked me: 

What people like in a letter. 

As a matter of fact, I'm honestly 
stalling for space. Hoping I'll get so 
near the end of my allowance there 
won't be room to try to tell you what 
people like in a letter. Whatever my 
guess may be, every other man who 
writes letters will disagree with me. 
That’s why a new book about letters 
is written every month. That's why 
this magazine is published! 

However, here's my slant and stop 
me if you've heard it before: 
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People like in a letter exactly the 
same traits they like in an individual 
or an organization or a business con- 
cern. People like in a letter a true 
reflection of YOU! Clothes don’t 
make the man and words won't make 


a letter. But clothes will help form a 
first impression and words will serve 
the same purpose. Following the first 
impression must come proof of hon- 
esty, sincerity, understanding and a 
desire to serve. 
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it's Immaterial 


By Jack Carr 


Reporter's Note: Here's another article by 
Jack Carr . written thirty years ago. 
Appeored in April 1930 issue of POSTAGE 
AND THE MAILBAG. It shows the type of 
campaigning (carried on for years) to moke 
people think of direct mail as something 
more than a one-shot venture. 


REMEMBER way back in the 

bread and butter days of boy hood 
on the east side of New York. One of 
our innocent playful pastimes was 
the “borrowing” of barrels from one 
corner grocer to sell to another. 

An empty barrel brought three to 
five cents. Several barrels brought 
ten to fifteen cents. A sum that en- 
titled one to join the long line along- 
side the old Third Avenue Theatre 
at eleven o'clock on a Saturday 
morning. If you were lucky you 
might hold your place until one- 
thirty when the doors swung open. 

Then a mad dash up several flights 
of stone steps to the gallery. And an- 
other hour's noisy wait until the cur- 
tain rose on the thrillingest of thrill- 
ers. There was always a pair of Irish, 
Jewish or German comedians to 
lighten the labors of the villianest 
kind of a villian. 

And I remember how | laughed 
my fool head off at this sample of 
what to me was real wit: 

First Comedian: “Vell, vot is the 
meaning of the word immaterial?” 

Second Comedian: “Dot's easy! 
You take a handful of mush and you 
squeeze it. Now vether is comes ouid 
dis finger or dot finger, it’s im- 
material.” 

I haven't heard this word “imma- 
terial” very often since then. But it 
came back to my mind a few months 
ago when I happened to run across 
a line of business that is just about 


SEPTEMBER, 1955 


as “different” as every man thinks 
his to be. 

This was a business of what is 
known to the trade, as Waste and 
Wipers. I've since found out that 
wherever there is machinery there is 
oil and grease. And wherever there 
is oil and grease there is a_ real 
need for Waste and Wipers. 

In all the world of various pro- 
ducts it would seem to me that the 
most “immaterial” of all would be 
Waste and Wipers. Which just goes 
to show how much | know about 
machinery. 

Many times when taking a trip 
by boat, I have stopped to stare 
through glass enclosures at the mov- 
ing machinery. And always there 
would be someone in overalls with 
a handful of something or other, 
wiping drops of oil from shining 
steel. What he was using for the wip- 
ing, if | had ever noticed it at all, 
certainly seemed “immaterial.” 

Imagine my surprise, then, when 
I learned recently that the business 
of Waste and Wipers is not only 
an important one, but highly es- 
sential as well. In fact, I find out that 
if all the Waste and Wipers were 
suddenly destroyed terrible things 
would happen in this machine age of 
ours. 

Here I've gone all these years 
ignorantly thinking that my old shirt 
was headed for the Salvation Army. 
But instead of that, my old shirt, 
sterilized and cleaned is probably 
taking a trip to Europe in the hold 
of a ship! Doing its duty in the 
hands of an oiler, or mopping ma- 
chinery with caressing care by some 
under-engineer. 

I don’t mind telling you that this 
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A LIST FOR EVERYONE - EXCLUSIVELY OURS 


96,000 business poper subscribers 
400,000 very recent buyers of lingerie 
36,000 investment service subs & expires 
5,000 investors in Broadway shows 
40,000 members of dining credit club 


35,000 investors in industry 

35,000 owners of mfg. businesses 
70,000 active stock traders 

50,000 men buyers of greeting cards 


500,000 participants in a raffle 
1,000,000 Catholic contributors 


Millions of other current, profitable names 


the Coolidge company 


6 East 23rd Street, N. Y. 10, N. Y. ALgonquin 47480, 7441 
In the List Field since 1937 


HENRY HOKE 
DIRECT MAIL 
LIBRARY 


This is a set of eleven 6 x 9 book- 
lets . . something that has a 
place in every advertising library 
; something which explores 
thoroughly the many facets of 
Direct Mail. Sells for $12.50. This 
set will generate your thinking 
. will enable you to build a 
powerful, effective, sales promo- 
tion program will help you 
lick some of your toughest sales 
problems. Send check to 


The Reporter, Garden City, N. Y. 


EDWARD W. OSANN 
Writer of Advertising Literature 
and Sales Letters Since 1910 

175-35 88th Ave., Jamoica 32, WN. Y. 
Member: Direct Mail Advertising Ass'n.. 


May | help you? 


OCTOBER... 
THE OCTOBER REPORTER will 
be another big issue . will con- 


tain DMAA Convention Report 
winners of “Best Direct 


Mail” contest . . . bell-ringing 
case histories. Closing date for 
advertising . . . September 16th 
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LETTERHEAD LAZY? 


Your letterhead should impress. Modern, smartly designed, 
engraved letterheads cost a few percent of total letter cost. 
Doubts about your letterhead effectiveness? Have your 
letterhead analyzed by letterhead specialists—free to users 
of 10,000 a year. Write, state annual usage. 
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Fine Business Cards and Letterheads 
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intensely interesting information 
comes to me from the Albert G. See- 
both Company of Milwaukee, which 
is in Wisconsin. 

For more than thirty-five years 
this Seeboth concern has been in the 
business of Waste and Wipers. Man- 
ufacturing with modern equipment 
and shipping by railroad, steamboat, 
electric lines and trucks, Waste and 
Wipers everywhere. 

It seems that articles of clothing, 
suitable for this purpose, both color- 
ed and white, are carefully washed 
and sterilized. Then sorted and in- 
spected, and all buttons removed. 
Baled and burlapped it is now known 
as Wipers. 

I forgot to find out how Waste is 
made, but when I do I'll let you 
know. What you are probably won- 
dering now is how on earth such a 
line can be sold. Maybe you have 
already guessed that Waste and 
Wipers can be in fact they are, sold 
by direct mail. Right you are! 

But what would one say in writ- 
ing about Waste and Wipers? 

Well, here’s what these Seeboth 
people say about theirs. And because 
they have been saying it month, 
after month, regularly, through the 
mail, you'd be surprised how their 
business has grown. 

I'll give you as many of the See- 
both Waste letters as the editor of 
this delightful littke magazine of the 
mail will give me space for. Simple 
stuff, but somehow or another, after 
a prospect has one every month for 
a while, he simply cannot think of 
Waste and Wipers without thinking 
of Seeboth. Direct mail is funny 
that way! 


Date 

Name 
Address 
City 
There's a reason for everything! 
|\Nothing just happens of its own ac-| 
leord. 
\For instance we've often wondered what! 
was the reason for those slow motion pic 
\tures you see at the movies. 
|And just the other day someone told us| 
they were suggested to the inventor by 
watching two Scotchmen in a restaurant 
reaching for a check. 
Yes Sir, there’s a reason for everything. 
|There’s a reason why our Wiping Rags 
and Waste is just a little better than 
the average. Being manufacturers, our-) 
selves, not jobbers, we naturally inspect) 
our products personally. Sterilize ‘em too! 
Been doing it for about thirty-five years! 
And because we're proud of our products 
we call ‘em ALSECO WASTE AND 
WIPERS. 

Cordially yours, 


ALBERT G. SEEBOTH CO. 


i 
| 
Ga 
THE 
REPORTER 


hographers 


Your printer ofr \thographer backed by leading paper 
merchants everywhere knows Mead Paper from 
working with them and scene them work for others 
on big jobs. fittle yobs. long runs and short run He 
will tell you to specily Mead Paper with every a 
surance of geting the resulls you want at the pres you 
your annual report of 


about Meads 


want to pay if you plan te prin 
new sales catalog by letterpre ask 
famous Black & White smel— the anstocrat of fine 
coated Wf you plan on offset \uthography he 
sure to see samples of Mead Mowstrite Offset the 
paper that's noted for its smooth printing and folding 
qualities These are but two of the full and diversified 
line of fine printing papers which are standard products 


of The Mead ¢ orporation 


corPOo 


» America 


tue Sireet 


Chicago Boston” Philadelphs * Atlanta 


This full- 
advertisement has t 
me and of U.S. News @ Werle by the 
orld Report 


ADVERT 

SING THAT HELPS YOU 
SELL 


Mead P 
apers ‘ 
mean business 


aphers an for merehi 
of 1 advertisers. Makin , merchant-salesme 
your customers— all wh g Mead Papers unf m, printers, 
o buy and specify pape orgettable in the mind 
aper product: 


throu e e a 
gh our nati 
ational advertising. R al | 
g. Remember, Mead P aes 
ape 
pers mean business for you 


Printers 
7 
te 
¢ oot 
by 
% 
MEA 
— 
: 


The Pastt 
PRESENT! 


N MARCH 31, 1955 the United 

States Post Office closed the 
books on a 20 month experiment in 
good business. On that date the right 
to distribute unaddressed 3rd class 
mail on city and town postal routes 
was abolished. The pros and cons 
on this action have been covered in 
innumerable articles, speeches, and 
editorials and though most of us 
are of the opinion that the duck 
is dead there are eminent men in 
the direct mail business who are still 
striving to resurrect it, notably Henry 
Hoke, publisher of the Direct Mail 
Reporter, whose May issue carries an 
article on the subject. 

It is not my purpose to lament 
here the passing of patron mail, al- 
though I do indeed believe that its 
repeal was harmful not only to the 
direct mail business but to the eco- 
nomy as a whole. | merely wish 
to use a sidelight of the great de- 
bate on this subject as a lead into 
my topic, 

Apart from the economics of the 


Reporter's Note: In any historical study of 
direct mail . . . this talk by George Cul- 
linan deserves top billing. Because it dips 
deeply into the post, the present and the 
future. George made this presentation as 
the featured luncheon speaker during Chicago 
Direct Mail Day, May 27, 1955. lt made a 
tremendous hit. We've been holding it back 
for just this spot. lt covers some of the 
topics we deliberately left out of Section 
One, weh os changes in style, format, art, 
etc. You can give George Cullinan credit 
for knowing what he is talking about. He is 
vice president and director of Alden’s, tnc., 
nationally known retail firm doing 90% of 
its $95,000,000 business by mail order. Read 
oll of this carefully. Keep for reference. 
Nothing could be truer than the last pore- 
graph 
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By G. J. Cullinan 


patron mail problem perhaps the 
most negative thing that came out of 
the battle on this subject was the 
widespread publicity given the term 
“junk mail”. This epithet was used 
originally by the opponents of patron 
mail to describe unaddressed 3rd 
class material only. The initial in- 
tent was not to apply it to addressed 
class) «mail. But the public 
obviously had a different idea be- 
cause when the newspapers urged 
their readers to protest directly to 
the U. S. Post Office about the in- 
crease in so-called junk mail, they, 
the public, to the chagrin and amaze- 
ment of all of us in the direct mail 
field, made it clear that they con- 
sidered all Srd class mail, whether 
addressed or unaddressed, to be junk 
by sending to the Post Office in 
Washington, truck load after truck 
load of addressed third class mai. I, 
myself, in the presence of the Post- 
master General checked many hund- 
reds of pieces of such mail and found 
that seven out of eight of the letters 
the people referred to as junk 
carried the name and address of the 
householder receiving same. 


As a result many segments of the 
direct mail industry which other- 
wise would have favored patron 
mail felt forced to agree with the 
Postmaster that it should be aban- 
doned in the belief that unless they 
did so the continuing adverse pub- 
licity appearing in newspaper editori- 
als all over the country would strike 
at the very roots of 3rd class mail 
in general. | suppose we should 
have fought the battle out and not 
aceepted half measures but as I have 
said my topic here is not whether 
we should or should not have pa- 


Vice President, Aldens, Inc. 


The Mail Order 
Revolution And 
Direct Mail 


tron mail. My subject starts with 
the people's reaction to all 3rd class 
mail and the reasons why this great 
industry is coupled in the people's 
mind with such a humiliating term 
as “junk”. 


Twenty-five years ago if there was 
any piece of literature sent through 
the mails that might have deserved 
the appellation “junk” it would have 
been the mail order catalog. With 
its cheap paper, colorless printing, 
exaggerated copy, and basement 
merchandise it was described with 
much earthier names than “junk”. 
The mail order catalog of a quarter 
of a century ago acquired its repu- 
tation justly because the people in 
the business had too little respect 
for their media, too little knowledge 
of their customers, too little faith in 
American business. From 1924 on, 
they felt that the mail order business 
was a dying industry because hard 
roads, automobiles, faster com- 
munications were making other 
methods of shopping available to all 
people of the country. They believed 
that the mail order business had 
existed only on the principle of in- 
accessibility and that as soon as re- 
tail stores came within easy reach 
their customers vould abandon mail 
order buying. The consequence of 
this was they were content to let it 
die. 

After the great depression of 1929 
to 1932, however, new blood came 
into the industry, notably in the 
person of a man very prominent in 
the headlines of the past few months. 
This man came into the mail order 
business from a great manufactur- 
ing organization whose reputation 
was founded on quality merchandise 
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and modern methods of marketing. 
He probably didn’t even know that 
the founders of the mail order in- 
dustry believed that inaccessibility 
was the principle on which it was 
based. His job was to take a great 
mail order company and revive it 
from near insolvency during the de- 
pression to a profitable enterprise. 
This he did and this marked the 
beginning of the mail order revolu- 
tion. 

From that date to the 
spearheaded in its beginnings by this 
man who didn’t know the mail order 
business was dying, the industry, by 
application of up-to-date techniques 
in selling, merchandising, and service 
has advanced to the point where the 
big time mail order business today 
is at the peak of its sales and is 
stronger and more vigorous than it 


present, 


has ever been. 

To illustrate this point, the top 
sales figure for an individual mail 
order company before the great re- 
tail era of this same company was 
250 million dollars in 1924. At that 
time the national income was about 
80 billion dollars. Two years ago 
when national income was approxi- 
mately 250 billion dollars or slightly 
more than three times the figure of 
1924 that company’s mail order sales 
were 750 million dollars or again 
slightly more than three times the 
figure of 1924. Clearly this com- 
pany’s mail order sales have kept 
pace with the economy even while 
it was building a retail store busi- 
ness of more than two billion dollars, 
which to a sizable extent had cut in- 
to its mail order sales. Aldens mail 
order sales over the same period have 
multiplied by six. 


But this extraordinary revival did 
not come easy. When I use the word 
“revolution” with reference to it I 
mean it in every sense of the word. 
Practically every fundamental of do- 
ing business by catalog has changed 
completely since the early °30’s. A 
quick run-down of some of the 
changes that have taken place are as 
follows: 


Catalogs today are far from the 
® cheapest pieces of literature go- 
ing through the Contrarily 
while not as expensive as class mag- 


mails. 


azines they are well above the aver- 
age in appearance of the weekly and 
monthly mass publications. Actually 
they carry more color than any mag- 
azine in the country. Their copy is 
believable and factual whereas before 
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The COLUMBIA 
GATORTONE 


A new envelope with an exciting 
‘goator-skin feel embossed in a full 
range of tints. New Embosso-Tone 
process, originated by Columbia, 
mokes texture and color work together 
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it consisted of one exaggerated claim 
after the other. They use photo- 
graphs, they use rotogravure print- 
ing, they use super-calendared paper, 
in fact, in all the phases of presenta- 
tion they do a quality job. 


Catalog merchandising has been 
y drastically changed. As you 
know all merchandise is generally 
divided into four classes: (1) base- 
ment; (2) popular; (3) good; (4) 
de luxe. Prior to 1933 catalogs were 
small and filled primarily with base- 
ment merchandise which necessarily 
limited their appeal to low income 
groups. They carried a percentage of 
popular priced goods but very little 
if any that could be classified as 
good. By good | mean the type of 
merchandise that you and | might 
buy. | exclude de luxe from all con- 
sideration because only a very few 
people in America buy this type of 
merchandise which can be described 
as custom built or original creations. 

Today, merchandise in the big 
mail order catalogs is divided one 
third basement, one third popular, 
and one third good and there is 
three time as much of it which just 
about makes them all things to all 
people. Outside of custom built goods 
you just can't buy better merchan- 
dise than the appliances at Sears, for 
example, the furniture at Ward’s and 
certain soft lines in the catalogs of 
Spiegel and Alden’s and assortments 
in Sears and Ward's catalogs are as 
large as those in any major metro- 
politan retail store. 


6p The handling of customers and 
3. circulation has been changed 
completely through the use of statis- 
tical correlation techniques similar to 
the actuarial methods employed by 
insurance companies. The mail order 
companies learned in the "30's that 
because a customer bought once it 
did not mean she was a good cus- 
tomer, and discovered, too, that there 
is a wide variation between groups 
of regular customers. Instead, there- 
fore, of distributing their catalogs 
promiscuously to all who wanted a 
book or sent in a small order they 
reduced their circulation by as much 
as 50% with only a minor reduction 
in business by mailing catalogs sole- 
ly to those whose past sales records 
showed they would use the book 
regularly in the future. The enormous 
sums of money saved by controlled 
distribution financed the improve- 
ment in catalog presentation and 
paid the selling costs for the wider 


assortments of merchandise that were 
offered. 


Prior to 1933, except for a few 
4. small companies, it was unthink- 
able to offer credit on such things 
as soft lines to people living hundreds 
and thousands of miles away whom 
you never saw and never hoped to 
see. Today instalment credit sales 
represent 50% of the catalog busi- 
ness done by the large mail order 
houses because they have found that 
a credit customer buys from three to 
five times as much per year as a 
cash customer. Seeing this they 
developed methods of controlling 
bad debt losses, the great bogeyman 
of the credit business, which today 
are far in advance of the credit and 
collection techniques of most other 
businesses. 


Noting the trend of the °30’s for 
FD chain stores to increase their 
number of units and thus get closer 
and closer to people whom they 
wished to serve, the order office was 
developed by the big houses. This 
gave a type of localized retail store 
service in conjunction with buying 
from the catalog. Here they came 
face-to-face with their customers, 
learned their wants and needs di- 
rectly, heard their complaints on 
service and out of these associations 
came the modern telephone offices of 
the mail order companies, the sub- 
urban order store, and 24 to 48 
hour service delivery to the door in 
almost all major cities of the United 
States, something which even local 
retail stores cannot give today. 


Finally, the greatest revolution 
in marketing. Prior to 
1937 if a person living in a town 
with a population of more than L00,- 
OOO requested a catalog from a 
major house her request would not 
be answered because it was felt that 
the primary mail order market was 
in small towns and rural areas. To- 
day, practically all mail order promo- 
tion goes on in towns and big cities 
because the old principle of inac- 
cessibility as the basis of mail order 
buying is now so deeply interred that 
the present generation of catalog ex- 
ecutives has never heard of it. They 
send their catalogs right into the 
most populous retail store areas and 
compete on the solid basis of broad 
assortments in every price range, 
convenience of buying, low prices, 
and excellent service. 

Practically all mail order men to- 
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day (rather than believe that the 
industry is dying or even standing 
still) think that its golden age is yet 
to come because they know that in 
this era of self-service and simplified 
shopping methods, the mail order 
catalog. now that it has the assort- 
ments of merchandise, the credit, the 
service and all the other things that 
people want today, is the most con- 
venient method of shopping of all. 
It is self-service right in your own 
home with the merchandise deliver- 
ed to your door the next day. 


This is a brief outline of the mail 
order revolution. It is a revolution of 
fundamentals, it is one that, in my 
opinion, must also take place in the 
direct mail industry in general if 
the appellation “junk mail” is to be 
eliminated as a term describing its 
selling literature, and if the industry 
itself is to have the dignity and pres- 
tige it deserves. It may take years, 
perhaps as many as 20 to 25 to do 
the job, but if the direct mail in- 
dustry is to come of age it must be 
done. It may take this long because 
the changes cannot be confined to 
the area of small and easy things 
but must strike at the very basic 
elements such as costs, merchandise, 
service, methods of buying, ete. 


You may well ask how the things 
done by big business can be applied 
to an industry in which small busi- 
nesses predominate. As a generaliza- 
tion, of course, it is actually much 
easier to make basic changes in a 
small business than a large because 
the former is traditionally more flexi- 
ble, less grooved in tradition, and 
faster on its feet. On the other hand 
big business with its larger supply 
of funds, its greater purchasing 
power, and the advantages that gen- 
erally accrue to quantity purchasers 
might be as a result in a better posi- 
tion to make capital of modern 
trends. However, in my opinion, the 
balance between advantages and dis- 
advantages is about even and the 
small direct mai! business can, if it 
desires enough to do so, change it- 
self as much as the big direct mail 
houses have in the last 25 years. 


Give us some examples, you might 
say. I don’t offer the following sug- 
gestions as things to be taken liter- 
ally but present them only as gen- 
eral food for thought. Sticking 
roughly to the outline of fundament- 
al changes presented previously, it 
appears to me that the following 
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might well be considered by the 
average direct mail operator: 


@ Concerning costs: It is my un- 
derstanding that the biggest expense 
item in direct mail is the sales li- 
terature including postage, name 
lists, envelopes, letters, ete. Of the 
total cost of selling literature, postage 
and name lists represent from 60% 
to 70% of the overall expense. This 
is far out of line because only one- 
third of the money is then actually 
being spent on the elements which 
sell the goods to the customer while 
two-thirds goes to people (postmen 
and list from whom no 
revenue can be obtained. In the mail 
order business such items as these 


owners) 


SIMPLIFY ADDRESSING 


represent not more than 15% to 
20% of the total cost. We have a 
saying that we spend our money on 
the customer and not on the bindery 
girls, the postmen, and the address- 
ing clerks. Any time that the majori- 
ty of your selling money is not used 
for paper, printing, art and copy 
the cost picture is out of balance. 
With such a high proportion of 
selling costs in postage and lists 
what has become of the old-time co- 
operative effort in which two or more 
users circulated their literature to 
the same names and at the same post- 
age cost in order to split these heavy 
expenses. | am told by some that 
cooperative direct mail advertising 
no longer works well but I wonder 
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why because 20 years ago when | 
tried it, it worked very well indeed. 

I wonder, too, why there was so 
little organized resistance to the 
elimination of patron mail by the 
direct mail sellers of America when 
this device not only supplied a means 
of doing a saturation marketing job 
but also eliminated the cost of lists 
and reduced the expense of address- 
ing. 

I understand that the average sell- 
ing cost ratio on merchandise sold 
by direct mail runs from 30% to 
10%. A reduction by half of the two 
items mentioned, postage and name 
lists, which would seem to be very 
easy of accomplishment, would re- 
duce this selling cost by at least 10 
points which in turn should add this 
much to profit or enable the seller 
to reduce the price of his merchan- 
dise. 

Other items of cost that could be 
looked into with considerable hope 
of reducing them are printing, art 
work, paper, and typesetting. For 
example, what is the true value of 
four-color on a control test basis? Is 
rotogravure printing as good as 
letterpress printing? Does the weight 
of paper affect sales? Can your print- 
ing be done in gang runs with 
material of other mailers? Does 
sketching pull better than photo- 
graphy? Investigation of these ele- 
ments and continued testing of them 
would strike me as being as reward- 
ing to you as it was to us. 


M Concerning prices of merchan- 
dise: It is my opinion that the ordin- 
ary direct mail seller prices his goods 
too high. At a meeting of this very 
organization last year | sat at a ses- 
sion of “Circles of Information” and 
was astounded to be told by almost 
every one present that the price of 
merchandise charged by the aver- 
age direct mail seller was four times 
the cost to him. In retail language 
this means a 75% markup which, to 
any regular merchant, is absolutely 
unconscionable. 35% to 15% mark- 
up is as high as anyone should go 
if he expects to continue to do busi- 
ness with the same people year after 
year and not on just a hit and run 
novelty basis. 

But, | am asked, with selling costs 
of 30% to 40% how can one live on 
markups so low? Here we go right 
back to the problem mentioned in the 
preceding section—direct mail sell- 
ing costs are just too high and if 
they are reduced the price of mer- 
chandise can also be reduced. It is 
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only a matter of enlightened self-in- 
terest that savings in selling cost 
should go back to the customer in 
lower prices, Because one’s costs of 
doing business are high, one cannot 
expect the customer to condone the 
resulting high prices of merchandise 
particularly in a competitive market 
where similar 
by methods considerably 
and thus at considerably lower price. 
@ With regard to customer lists 
and their control: The mederniza- 
tion of methods of maintaining and 
cleansing regular customer files, 
controlling the distribution of cata- 
logs by tight selection on the basis 
of past sales and balancing distribu- 
tion between old customers and new 


merchandise is sold 


less costly 


prospects have been among the most 
important elements in the progress 
of the larger mail order companies. 

I am of the impression that too 
much of direct mail business is done 
on the promotional fringe and too 
little with a seller’s owne established 
customers. [| am sure you all know 
that a customer who has already 
bought from you a number of times 
is from 8 to 10 times more likely to 
respond to your selling again than 
is a new promotional prospect. Your 
old customers in this business are 


the most precious assets you possess. 

I don't see how the direct mail 
business can ever come of age and 
remain of age until its methods of 
hushanding its customer assets are 
improved, some type of controlled 
distribution is developed, and _ its 
total mailings never exceed a distri- 
of two new 
customer 


bution names 
lo one old These 
elements are again items of cost in 
the sense that properly handled they 
eliminate waste and provide balance 


prospect 


between high selling costs for pro- 
spects and low selling costs for re- 
peat customers. 

If you are interested in 
the aspects of list 
developed by the large mail order 
companies | can supply at least a 


some of 
maintenance 


limited number of copies of an ad- 
dress given at the 1953 Direct Mail 
\dvertising Association convention 
in Detroit which outlines the 
cedures on list control and mainten- 
most mail order com- 


ance used by 
panies. 
Along these lines, | wish to con- 
gratulate the DMAA on their at- 
tempts to establish an audit bureau 
of circulations on direct mail lists. | 
don’t know how this effort is 
gressing or if the association's ob- 


jectives will ever be accomplished 
but the direction is right, the problem 
is important, and the effort is a 
worthy one. 
@ Concerning methods of buying: 
In addition to its importance as a 
volume builder it may interest you to 
know that by far the most profitable 
part of the mail order business to- 
day is its credit business. As | have 
stated previously almost 50% of the 
sales of all the large companies is 
instalments. Another 
% C.O.D. and the re- 
mainder cash. | don't know if the 
direct mail business as a whole can 
think of offering credit or deferred 
payment terms but it should know 
that this is the most popular way to 
buy today. The people want it, and 
if any operation is to be consider- 
ed big time | don’t see how a busi- 
ness man can avoid offering it. Just 
about everything is sold on credit 
these days from common stocks to 
travel plans down through the lowest 
priced soft lines. Credit is a service 
that all sellers of merchandise must 
reckon with has tremen- 
dous advantages in the retention of 
and the inereasing of 
average annual sales. If you haven't 
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@ With regard to service: How 
often have you, as I, responded to 
the advertising of a direct mail house 
for its catalog or sales literature and 
received the answer in from three 
weeks to a month? How often after 
that, when you ordered, have you 
had to wait another three weeks to a 
month for your merchandise? Such 
delay apparently is not an unusual 
thing particularly around Christmas 
time or other high sales periods of 
the year. Such service is unforgivable 
If a prospect is interested in your 
sales literature or your merchandise 
he wants it now, this very minute, 
and it is the job of the seller to get 
it to him as close to now as possible 
while his interest is at its peak. 

The whole world today is service 
conscious, That is why we have the 
suburban shopping village moving 
closer to the customer, the speedy 
self-service in grocery stores, the 
drive-in banks, eating places, ete., 
and all the other popular devices for 
speeding up the selling and shopping 


process, 
In the mail order business this 
trend manifests itself in next day 


delivery service in metropolitan areas, 
air freight to the more distant local- 
ities, teletype from order office to 
home plant and many other ways. I 
don't know how any individual firm 
can best speed up its service opera- 
tion but as a standard if a request 
is received today it should be ans- 
wered today, if an order is received 
today the merchandise should go out 
today, and it is up to you to supply 
such service because everybody else 
who sells by other methods does it. 

I am sure that the central idea 
that | am trying to pass on to you 
has not escaped you; but to state it 
again for emphasis it is simply that 
this direct mail business which moves 
so many billions of dollars in goods 
and services must address itself 
more and more to the fundamentals 
that impel customers to buy—lou 
prices, continuous good quality of 
merchandise, fast service, and easy 
methods of buying—and you who 
sell by direct mail must place your 
house in such order that you are 
able to accomplish these results if 
you are to compete profitably with 
other methods of buying. 

In the long run it is not the Post 
Office or the list man who is most 
important in direct mail, although 
sometimes they seem to be, but he 
who takes capital risk of going into 
business for himself and who works 
and plans and schemes to build an 


ever growing, continuous business in 
the typical American fashion. He is 
the important man, blood brother 
to the entrepreneur in all other 
phases of business—retailing, manu- 
facturing, or professional. If he is to 
be successful over a long period, if 
his business is to become stabilized 
and grow in prestige, dignity and 
profits he must do all the things that 
made his brother successful in other 
types of business and as he grows 
as an individual so too will direct 
mail as a whole grow and so too will 
diminish and disappear such seur- 
rilous epithets as “junk mail”. 

We, in the mail order business, 
have lived through our “junk mail” 
period. We changed the attitude of 
the public toward us not by anything 
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brilliant, new or original but by 
creating a quiet revolution in the 
solid common things that all of us 
know about and want ourselves. All 
we did was do those common things 
uncommonly well. And it is my belief 
that if an equal effort is made by 
the great mass of the people in the 
direct mail business, the term “junk 
mail” will one day in the not too 
distant future be a humorous and 
nostalgic reminder of an older day. 

Indeed, the golden age of mail 
order and direct mail is yet to come. 
To me, it seems inevitable that if all 
of us in the business devote our- 
selves earnestly and relentiessly to 
improving the everyday fundament- 
als . . . we will all travel that golden 
road together. 
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HAVE been told that my short 
life in the use of direct mail is 
an interesting one—lI certainly have 
found it so. Though in looking back 
upon it | don’t feel at all that I have 
an unusual ability. | firmly believe 
that most of what | have learned has 
been accidental. One event followed 
upon the heels of another so rapidly 
that in spite of myself | couldn't get 
out of the way. 

If you will allow me to digress 
for awhile I'd like to take you back 
about five years to the time that 
I started using the mails, because | 
think it will give a foundation to my 
observations that I may make and 
because it will show you how closely 
my business life has been tied in 
with direct mail and its future, and 
my business future is closely related 
to the overall future of direct mail. 

When I got out of the Service and 
finished college, I looked around 
for a way to enter the business world 
and finally decided that | should find 
something to sell. | had once seen 
a bent rod that fastened in the back 
of an automobile on which you could 


Reporter's Note: While we searched for 
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hang clothing when making a long 
trip. The item intrigued me so much 
that | dug out the manufacturer who 
was a small operator just about ready 
to close up shop. | made arrange- 
ments with him to take over the 
item and to see what I could do in 
selling it. At this point I knew very 
little about merchandise. | couldn't 
appraise the possibilities of this item, 
except that I liked it. Quite naturally, 
| began to call on the stores which 
seemed to be the natural outlets for 
this type of merchandise. I called 
on department automobile 
supply stores, hardware stores, and 
every other normal outlet for an 
automobile accessory. Wherever I 
went, I was greeted by the same story 

they just weren't interested. They 
said it was too high priced, no one 
wanted to hang clothes in a car, 
it was too cumbersome. And, as a 
result, | wasted many, many days 
in waiting rooms and in talking to 
buyers. 

Then, someone suggested that I try 
to sell the item by mail... so I 
inquired about advertising agencies, 
selected one, placed a small ad in 
House Beautiful for about $200 and 
(much to my surprise) the results 
were profitable. So 1 placed another 
ad, then still more. Within a com- 
paratively few months, | was spend 
ing about $10,000 a month adver- 
tising the Hang-All. We were no 
longer interested in dealers, jobbers, 
or chain stores, or any other type 
of outlet. We were content with our 
mail order business. 

Then one day I received a letter 
from a large automobile accessory 


stores, 


chain. “Come in and see us.” they 
said. It’s very easy to get in when 
you have a letter in your hand in- 


The Future Of 
DIRECT MAIL 


By D. W. Margulies, President 
dround-the-World Shoppers Club 


viting you. It’s also easier to get the 
order. | received a small order and 
then many, many repeat orders, Soon 
| began to get calls from other deal- 
ers and jobbers and almost before | 
realized it, | had pretty good dis- 
tribution for the Hang-All. But all 
this time I kept on with my mail 
order ads, never once referring to the 
dealers, never once approaching any 
dealer except by invitation. | am sure 
that if | had spent the same amount 
of money advertising to create sales 
for the dealer, | would have gone 
broke in short order. In this instance, 
though, the dealer's sales were com- 
pletely a by-product of my mail 
order advertising. 


As a result of my mail order ad- 
vertising, the Hang-All was launched 
and became available at retail stores 
from coast-to-coast. 


This mail order advertising start- 
ed other things moving, too, and it 
was only natural for me to think 
about other items. But, it was also 
just as natural for other items to 
seek me out. | began to get letters 
from manufacturers of various pro- 
ducts and found myself in the posi- 
tion of being able to select from 
among them whatever I thought 
would sell. | began to realize that 
| was accumulating a list of custom- 
ers and that I could sell them other 
merchandise, But, it never dawned 
on me that the list in itself was a 
valuable piece of property on a 
rental basis, until some of the list 
brokers began to write to me. 


Unfortunately, or fortunately as it 
now appears, there weren't too many 
items in the automobile accessory 
business that adapted themselves to 
my new found formula. I tried sev- 
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NEW YORK N Y 522 Fifth Avenue 
$7. LouIs 10, MO . 500! Southwest Ave 
MINNEAPOLIS |, MINN @ 129 North Ind St 


LIST 
SERVICE 


300,000 


Owners of private 
homes who sent 
25¢ by mail for the 
U. S. Plywood cata- 
log. List represents 
people in the 
better-than-aver- 
age income group, 
the “do-it-yourself” 
enthusiasts, inter- 
ested in this costly 
material used for 
construction and 
alterations. 


$13.50 per M 


rental, on labels 


JUDSON 6-3768 


140 WEST SSTH STREET. NEW YORK 19. N.Y. 


DES MOINES 14. @ Grand Avenue 
KANSAS CITY 6. MO. @ [9th & Campbell Sts. 
FT. WORTH 12, TEXAS @ 5900 East Rosedale 


VISIT US AT BOOTH 40 AT THE DMAA IN CHICAGO 


ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Coa., 
127 Albany St., Cambridge, 39, 


Mass. 


eral with moderate success, but no 
thing that was outstanding, so I be- 
gan to look at items regardless of 
how or where they were used, just 
as long as they seemed to have an 
appeal. 

One of the items that | discovered 
is what is now known as a Garlic 
Press. It was a little device, much 
like a lemon or lime squeezer, or a 
potato masher on a small scale. It 
was made in Italy. | found out later 
that more garlic per capita is con- 
sumed in this section of Europe than 
any other area in the world, the na- 
tives claiming that it has something 
to do with lowering high blood pres- 
sure. In any event, garlic being a 
desirable flavoring element in the 
preparation of food, many American 
housewives use it. The only trouble 
is applying it in the proper propor- 
tions and without lumps. There may 
be no sach thing as a little garlic, 
but believe me, if you ever bit into 
a chunk of it you know that there 
is such a thing as a lot of garlic. 
Well, the little Garlic Press I offered 
for sale met with immediate accept- 
ance because it provided a method 
of mashing garlic into a paste so 
that it could be evenly distributed 
throughout a salad or whatever other 
kind of food it was being mixed with. 

The same thing happened wh the 
Garlic Press as happened with the 
Hang-All clothes rack. We offered 
it exclusively by mail and purely as 
a by-product, the dealers began to 
come to us. For example, one day | 
received a telephone call from the 
housewares buyer of the May Co. de- 
partment store in Los Angeles, ask- 
ing me for an appointment for the 
following week in New York. When 
he arrived he told me. in effect, that 
I was doing a job of sending cus- 
tomers to his store. At this point 
I was sure that he had me confused 
with someone else. I explained that 

had done no such thing. 

He told me that people were com- 
ing in asking for a Garlic Press about 
which no one in the store had ever 
heard. He suggested to the clerks that 
they just wait until the salesman for 
this Garlic Press company comes 
around, but he never did. Then he 
asked the clerks to inquire from 
those who came in where they saw 
the Garlic Press that they wanted 
to buy. And some of their custom- 
ers began to bring our mail order 
ads in. He decided that he had better 
get in touch with me because it look- 
ed as if we had an item. He left 
an order with me for 200 dozen of 
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DONT EVEN WANT SELL You WHITE PAPER 


Why sell you white? In direct mail tests our special new colored bond has outpulled 
white as much as 50%. And with reason. We here at Whiteford Paper Company 
have created colored papers specifically designed for direct mail use . . . based on 


what researchers have discovered about color motivation. There's 


IMPULSE BOND for selling mass markets... 


INFLUENCE BOND far selective markets... 


SPECIAL COLORS 


TWELVE JN ALL 


FABER BIRREN—one of America’s foremost color authorities — is retained by us to create 
our paper colors. And his new colored inks that “key in” with this paper are also part of our 


service. 


@ AND DO THEY SELL PRODUCTS! 


The results have even surprised us a little. In our very first test, 
conducted by a prominent weekly newsmagazine, our paper 
increased their direct mail returns 507. But you don’t have to 


believe us. We simply ask you to test our paper against any you 
are now using and see for yourself. We'll be glad to make 


ai rangements. 


Just write, phone or wire: 


420 LEXINGTON AVE., NEW YORK 17, N. Y. 
MUrray Hill 5-3505 


And if you’re interested in the psychology of color and its relationship to selling, ask for 
Faber Birren’s little book Color, Paper and People. 


HOPE TO SEE YOU AT BOOTH 67, 
OMAA CONVENTION IN CHICAGO. 
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my Garlic Presses to be shipped at 
once. I subsequently received orders 
for many, many thousands more. But 
since | had no monopoly, other im- 
porters entered the field and before 
long there were something like 18 
available. In spite of which, though, 
I have sold almost 2,000,000 Garlic 
Presses by mail and through dealers 
—by far the largest number through 
dealers. 

The same thing happened with an- 


other household item which came 
from England. It was a Potato Cut- 
ter which made French Fry. slices 


out of a whole potato. This was an 
item which had been imported into 
the United States for over twenty 
years. But in the first year we sold 
more than had been sold in the pre- 
vious twenty years. 

The same formula 
and then the stores came to us. Here, 
unfortunately, though, we ran into a 


mail order ads 


funny situation. The manufacturer 
couldn't keep up with the deliveries. 
We also found that there were a 
few things that should be improved 
on the Potato Cutter so that it 
would be fully acceptable to the 


American housewife. We told the 
manufacturer about it. He said, in 
effect, “I've made this Potato Cutter 
for twenty years and I don’t want 
to change it. And furthermore, my 
factory is as big as I want it to be. 
If you want to continue selling this 
cutter as it is and in the quantities | 
have available, okay. If not, I can’t 
help you.” He left me without an 
alternative. 

We designed a new Potato Cut- 
ter, including all the features that 
we found our customers wanted in a 
Potato Cutter. For you know, by 
reading the mail in a mail order 
business you can learn more about 
what your customers want than you 
can by all the surveys or other de- 
vices that you could dream up. We 
took all of these features, put them 
into our Cutter which, 
by the way, has granted a 
patent, and put it the market. 
By this time there were four copies 
of the original English one. So, for- 
tunately, ahead 
of everyone had 
modernized an old item and had just 
what the public wanted. 

While all this was going on, we 
were accumulating a considerable list 
started issuing 


new Potato 
heen 
on 


we were two steps 


else bec ause we 


of customers, so we 
catalogs. Sales have been so gratify- 
ing that we are now sending out six 
catalogs a year. We now handle about 
1,000 different items during a year, 


75 


SEPTEMBER, 1955 


leading advertisers and agencies 
in typography. Wherever they are, they 


TYPOGRAPHY 


Near or far, distance is 


want the very finest 
turn to Monsen. 


Why not you, too? Our specialized mail service brings you 
practically next door, without a penny extra cost. Monsen pays 


the postage both ways—anywhere. Our Typography-By-Mail kit 


makes it as easy to order as using the phone. Send for yours teday 


and see for yourself. No obligation, of course. ras 


MONSEN-CHICAGO 11, 22 East illinois Street 


MONSEN-LOS ANGELES 15, 928 South Figueroa Street 
MONSEN-WASHINGTON 1, D.C., 509 F Street, N.W. 


Prospect Lists 


SPECIAL 

') 58,000 Top Social, Civic & Business 
Leaders in 34 cities $18.75 per M 

[) 64,000 Ford, Chrysler & General Motors 
employees in Detroit $18.75 per M 

400,000 Small Businessmen 


New compilation of owners, partners, or 
top executives of small business (YOUR 
CHOICE AS TO HOME OR BUSINESS AD 
DRESS) $15.65 per M 
}160,000 Mail Buying Parents 
Parents who have bought by mail, $6.00 
baby chairs $16.50 per M 
160,000 Wealthy farmers, ranchers and 
Plantation Owners 

estimated annual income over 


$10,000 $15.00 per M 
AUTOMOTIVE 

A n stencils) 

45,000 New Car Deolers 
$15.65 per M 

73,000 Independent Repair Shops 
$15.65 per M 

9,000 Automotive Wholesalers 
$15.65 per M 

121,000 General Automotive 
Establishments 

Including dealers, repair shops, body 


shops, super service stations & bump shops 
$11.75 per M 


Advertising Letter Service 
2930 E. Jefferson Avenue 
Detroit 7, Michigan 


EXECUTIVES 


and those 
Who write letters for Executives 


AUTOPEN 


The modern signature time saver. 


ONE INSTALLATION 


that we know of, signed over 700,000 
letters for clients last year. 

When you type a letter for a client, 
sign it for him with his own authen 
tie using his own pen if 
he so desires. 


DOUBLE YOUR BUSINESS WITH AN 
AUTOPEN SIGNATURE MACHINE 


EXECUTIVES 


who sign either a few or many letters 
other papers requiring signa- 
tures) need an AUTOPEN SIGNA- 
TURE MACHINE. 

BANKS, INSURANCE COMPAN. 
IkS, BROKERS, MANUFACTUR.- 
ERS, PROFESSLONAL MEN, 
SCHOOLS and COMMERCIAL 
BUSINESS EXECUTIVES are using 
AL TOPENS. 


Some have five or more mac hines 


Write us for descriptive brochures. 


International Autopen Co. 
1026 20th, N. W WASHINGTON, D. C. 
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90) of them which we buy from 
other manufacturers on a regular 
basis. But the items that I have ex- 
clusive sales rights to are sold by 
us under our own label and packag- 
ing to jobbers, department stores, 
dealers, super markets and, of course, 
mail order houses. 

To go back a moment, at one time 
we had so many small manufactur- 
ers making Garlic Presses for us in 
Italy, and we had advanced money 
to help buy machines and materials, 
that we were having a devil of a time 
keeping track of everything. This 
forced me to establish a buying office 
in Europe. Then so that we could 
keep track of everything and so that 
the buying office would be kept busy 
and earn its keep, I had them send 
me samples of merchandise from 
abroad. I soon got so much of it 
that I had to figure out a way to do 
something with it. It dawned on 
me that perhaps we could start a 
mail order gift business from Eu- 
rope. 

But in looking over the merchan- 
dise and talking to Max Sackheim, 
who was and still is the advertising 
agency that I use (one of the found. 
ers of the Book-of-the-Month Club), 
we tried to analyze some of this 


merchandise which I considered of- 
fering. We came to the conclusion 
that though the merchandise in itself 
was extremely nice, was exceptional- 
ly well priced, the quantities for the 
most part were too limited to make 
it practical to offer them on any sort 
of a promotional basis. Plus the fact 
that the items in themselves did not 
lend themselves to promotions. So, 
we tried to analyze it further and we 
came up with this analysis: That this 
merchandise was quite nice and it 
would be enjoyed by many people 
after they had received it. But, in 
order for them to get the merchan- 
dise we would have to sell it to them 
sight unseen, ask them to pay in ad- 
vance and ask them to pay for more 
than one item at a time. 

All of these elements were neces- 
sary because we had to round up 
the merchandise in its limited quan- 
tities, we had to provide for the 
shipping from abroad which in it- 
self takes many weeks. So, from 


it all came the Around-the-World 
Shoppers Club. 

As it now runs, we send a differ- 
ent gift item from a different foreign 
country each month to our mem- 
bers. Members join for as many 
they're al- 


months as they care to; 


Don't miss Cupples-Hesse's exhibit of envelopes 
designed especially for direct mail and employed 
by some of the Nation's largest users of that adver- 
tising medium. 


You'll get ideas 


CUPPLES-HESSE CORPORATION 


ST. LOUIS 


DETROIT 


_ and you'll see just what the 
right envelope can do to help you boost your direct 
mail returns. Want to see envelopes that feature 
color printing, custom embossing, personalized de- 
sign that adds real pulling power to any mailing? 
Then don't miss the Cupples-Hesse show— 


DES MOINES 


ways assured that they will never 
receive an item from the same coun- 
try twice, nor will they receive the 
same type of item twice. Currently, 
we are shipping over 80 different 
items from over 30 different coun- 
tries each month. 

As in so many things that I have 
done, I use direct mail to test the 
basic idea. We use it to obtain many 
of our members; and we use it ex- 
tensively to continue the Club. From 
all of this has developed three basic 
businesses—one is the Mrs. Damar 
mail order operation; two is the 
Around-the-World Shoppers Club, 
which is a mail order operation: 
three is our wholesale division in 
which we use direct mail to a great 
extent to make our sales to jobbers, 
department stores, chain stores, ete., 
throughout the country. 

I think you've seen that in my 
case a lot of what I have done has 
been pretty much of an accident. I’ve 
always worked on the premise that 
I should get into a new project and 
then force myself to take care of it 
by employing new people. I am no 
longer sure that this is the right way 
to do it. It is a more economical way 
but in considering the future I think 
I'll have to change this thinking in 
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some ways which I will soon tell you 
about. 


I have developed certain principles 
from doing business as I have, early 
that was, and I have made certain 
observations. I came to one pretty 
broad conclusion that the same basic 
principles of success apply to using 
the mails and doing business through 
the mails as applied to any business. 


That is: first, you must be a good 
business man. You must learn how 
to control your order processing, 
your shipping and receiving, your 
manufacturing processes, your gen- 
eral overhead costs because your pro- 
fits can be turned into losses very 
quickly by inefficient management 
and it won't make one iota of dif.- 
ference that your returns on your 
advertising are good-—you can dis- 
sipate good returns in_ inefficient 
management. I have found that it is 
considerably easier to decrease my 
operating costs to add to my net pro- 
fits, than it is to increase the per- 
centage return on a mailing to bring 
in the same amount of net profits. 


Then I’ve realized something else. 
and I think this is really the crux 
of what I want to say here—that too 
many of us don’t realize that we are 
in business and we haven't gotten 
around to doing what other busi- 
nesses have found it so necessary to 
do. We haven't spent enough time 
and money in research and in experi- 
mentation. 


Sure, we test, but basically by 
means which are archaic and we use 
them mostly because it is the only 
thing we know. But how many of 
you, and IT include myself, are spend. 
ing money in research, pure and 
simple? How many are trying to 
make use of the relatively new 
statistical and production control 
formulas which basic industries are 
developing to such a fine point? 
They do have use in our field. Are 
we really trying.to understand the 
developments in chemistry, physics, 
engineering, mathematics, electron- 
ics? We should. There are applica- 
tions for every science in direct mail 
and I think the future of direct mail 
is going to rest on our abilities to 
make these applications, and we as 
individuals are going to have to dig 
out these developments and modify 
them for ourselves. This is where the 
future lies! We're going to have to 
learn what it means when a new 
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If You Want 
Your Clients 
To Clip Your Coupon, 


so you can clip coupons, 


clip this coupon... 


... for creative direct mail advertising 
ideas that get results! 


or phone JUdson 6-2547 


Ahrend Associates, Inc. 


254 West 54th St. 
New York 19, N. Y. 


Okay, Herb Ahrend, I'm interested. Let's talk about results! 
Name 
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Address 

City Zone State 
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FLASH CARDS! 


Colortully iMustroted borders on big 5” 7” mailing 
cords. 24 designs to give your messages custora 
punch for syndicated prices. Highest quolity. Get 
FREE design catolog and somples. 


The CARR Organization 


1319 THIRD ST. DEPT. RE 
MILWAUKEE 12, WIS. 


RE. Milwaukee Wis 


. Dept 
SEND SAMPLE FLASH CARDS TO 


THE CARR ORGANIZATION 


1319 N. 3rd Se. 


Now you can scent any £) 
/ 


kind of paper with any t 
fragrance on any press! Jey 


All Flower or Modern Fragrances 
* Food Aromas and Odors 


ANY Call 


Noy ‘MO 3-1582 


VAZ 
Q\ 
Super Sales Boosters | 
CARR'S JUMBO ‘ 
\ 
THE ADVERTISING THAT 
S ITS OWN ae 
CARRIE é = 
? 
73 SULLIVAN STREET NEW YORK J2, 


trend appears in merchandising. 
We'll have to evaluate what it means 
when super markets become such 
potent movers of merchandise such 
as drugs and housewares and some 
soft goods. We'll have to understand 
why discount houses have grown to 
such proportions. We'll have to 
understand what it is behind the mere 
movement of goods. Why do people 
change? What is it they're looking 
for? And how can we provide them 
with this through direct mail? 

I think that we should be taking, 
today, a very definite and specific 
portion of all of our advertising 
monies and putting them into re- 
search. The future of industry is 
coming from research and from their 
laboratories. I think the future of 
direct mail will come from research 
and from laboratories of a sort. And 
I think we should put this future on 
our payroll today. 

We should gamble some of today’s 
monies on people with ideas and 
with new methods. There's a tremend- 
ous future in direct mail. It should 
be great for all of us . . . but I 
don't think it will. It can be, but it 
won't; because there are too many 
of us who will continue doing busi- 
ness at the same old stand in the 


flyers, accurately and quickly. Let us an- 
alyze your labeling methods and show you 
how CHESHIRE equipment can help you. 


Here is a fully automatic 
high speed machine. It will toke 
post cards, insertion cards and all sizes 
of envelopes, brochures, pamphlets, light 
weight booklets, magazines, tabloids and 


same old way, or who will be waiting 
for the next guy to come up with 
something new so that he can jump 
on his bandwagon. I think all of us 
have three things cut out for us in 
our future of direct mail and I think 
we better start working on it pretty 
soon: 


1. | think we should all become better 
businessmen and this applies to those of you 
whe work for others just as well os those 
of you who work for yourselves. You have 
to understand business better and whet and 
who mokes ao profit and a loss. 


2. You have to learn how to keep up with 
and evaluote the changing merchandising 
and selling trends thet are ever developing. 


3. You have to try and become a leader 
yourself in discovering how to make direct 
mail sales more productive. You have to do 
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net with the color of the meiling piece, 
the shape of the en Those things are 
important too and you hove to keep up 


1. Roll strip label 


ave 


material things ond anticipate whot it is 
that people want to buy by mail, how they 
can be infivenced by mail and how they 
wont to moke their purchases. 


I'd like to add but one more thing. 
I say this because maybe | haven't 
been in business long enough 
maybe I’m not wise enough 
maybe I haven't had some painful 
experiences . . . but I believe that 
all of us who use direct mail are not 
out for the same customer’s dollars. 
We are not fighting one another. If 
one of us comes up with a new or 
better product, or a new or better 
approach, or anything else that makes 
people buy more frequently through 
the mails, then he is helping each 
and every one of us. And right here 
I want to say that organizations like 
the Parcel Post Association and the 
Direct Mail Advertising Association 
are good for the mail order business 
because they keep us posted on mat- 
ters that affect us, and fight for the 
things that enable us to compete 
successfully with other methods of 
selling. I'm happy for the other 
man’s success because I know that 
some of it will actually accrue to me 

. and I think we should all try to 
help one another far more than we 


do. @ 


2. Continuous pack form labels 
3. Addressograph electronic facsimile tape labels 
4. IBM Type 407 tape labels 


5. Tip on or fully apply Government 
stamps or premium stamps 
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more research, more testing, more experi- 
menting. You hove to go out into fields which 
you may hove glossed over. You may 
Bp ect to try selling merchandise of for greater 
retail value than you now sell. Maybe you 
heave to sell it on an instaliment bosis— 
Mee a maybe you hove to use some sort of a Club 
eS a with that. You have to test the new printing 
processes—new color combinations—what- 
eern” ever comes along that seems to be new. But 
ee ee better than thet, you have to go behind the m7 
a 
} 
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NCE UPON A TIME a great 

rumor went around the world 

to the effect that the streets of the 

United States were paved with gold. 

A great many people flocked here 

expecting that they had merely to 
step ashore and revel in wealth. 

In the process of immigration dur- 
ing those years there were a great 
many disappointed folks and much 
personal tragedy. The Brooklyn 
Bridge was re-sold many times and 
to some degree our nation’s reputa- 
tion suffered abroad. 

There was, of course, a great deal 
of gold here and not all of it required 
deep digging. On the other hand, 
the immigrants to these shores found 
that there was work involved; that 
there was knowledge involved; and 
that many years of patient effort had 
to go into building personal fortunes 

as well as into the building of the 
great nation we have today. 


Reporter's Note: Another talk which rang 
the bell (all sorts of bells) was made by 
Lawrence G. Chait at the Direct Mail Adver- 
tising M 9g t Institute at the University 
of Illinois on June 22, 1955. The “students” 
ate it up. Interrupted frequently so more 
time for note-taking and to inject questions. 
it was the best talk of Larry's career and 
deserves it's place here. It, too, covers the 
past, present and future of direct mail’s 
most difficult problem: The list. Larry, as 
most of you know, is a post president of the 
DMAA. Formerly list research director of 
Time, Inc. Is now director of sales planning 
and analysis, Direct Mail Division, RL. 
Polk & Company, Detroit, Mich. You'll want 
to keep this for future reference. His descrip- 
tion of the difference between “on-the-shelf”’ 
ond “out-of-the-rocker” advertising adds a 
new terminology to direct mail lore. 
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It seems to me that many people 
have entered the field of direct mail 
under the same sort of misapprehen- 
sions that once prevailed among 
those who came to this country for 
the first time. All too frequently in- 
dividuals with little knowledge of 
what it takes to make a successful 
mail advertising practitioner have 
regarded this field as one in which 
any tyro could make a fortune. 

At the time I first entered into a 
study of direct mail as a field of 
advertising, everyone seemed to be 
seeking a kind of magic gimmick 
which would solve all probems. Many 
articles and books were written on 
the subject of simple and foolproof 
formulas for Direct Mail success. We 
would often hear that a specific color, 
or size, or shape, or copy sequence, 
or mailing list would solve all 
problems for everybody. 

It seems to me that the basic 
trouble in all of this for a long time 
was that we didn’t think of direct 
mail as a prime form of advertising 
or as an advertising medium—we 
thought of it too much as a rather 
simple sales promotion tool which 
was quick and easy and ready-to- 
hand. 

Thus, direct mail advertising was 
not researched as were all other 
forms of advertising. Very little was 
known of the effectiveness of this 
medium; about the degree of reader- 
ship it attained; about such subjects 
as unaided recall in direct mail 
advertising—and the whole broad 
field of research knowledge which is 
applied as a matter of course to all 
other forms of advertising. 

Most research into the direct mail 
medium was based on operating 


Those Little Golden Lists 


By Lawrence G. Chait, 
Direct Mail Div., R. L. Polk & Co. 


techniques——on the “nuts and bolts” 
which went into the physical pre- 
paration of Direct Mail. Too little 
thought, and too little knowledge, 
emerged about its basic usefulness. 


Two Kinds Of Advertising 


As we look to all kinds of advertis- 
ing today, it seems to me that we 
can-—and possibly this is over- 
simplification—-divide what we see 
into two basic kinds of advertising. 

For my own purposes, | have 
adopted two descriptive designations 
to characterize one, or the other, of 
these two. | call the first type of 
advertising, “On-The-Shelf” adver- 
tising: and the second, “Out-Of-The- 
Rocker” advertising. 

“On-The-Shelf” advertising serves 
the primary purpose of building a 
reasonable climate of acceptance for 
products which stand before us—I- 
terally “on the shelf” when we enter 
a grocery store, or super market, or 
drug store, or other retail outlet of 
this kind. 

For example, advertising prepara- 
tion for Campbell's soup or Heinz’ 
beans, doesn’t pose the problem of 
moving a potential buyer to any 
particular spot. It is assumed that all 
buyers, in the normal course of 
events, do go to retail outlets of the 
type | have mentioned, and that 
there is no particular problem of 
mobilizing them to do anything ab- 
normal or unusual in their lives. 

In other words, the daily round 
of activity brings the customer be- 
fore the product and the advertising 
job is one of making the customer 
who has already left his home, and 
who has entered a store, choose one 
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Magic figures 
in mail order. 


The 23 represents the 
years we've been serv- 
ing mailers. 


128 is the number of 
different lists all of 
them lists of cash mail 
order buyers—we have 
for mailers’ use on a 
one time rental basis. 


The total makes us 
easily the largest owner 
source in America for 
variety and number of 
these preferred lists of 


identified cash buyers 
by mail, 
Our lists run the 


gamut from A to Z. They 
include merchandise, 
book, magazine, health 
and other lists of men, 
women an d juvenile 
mail order buyers. 


A Directory of Lists will be sent 
on request. 


BOOKBUYERS LISTS 


INCORPORATED 


363 Broadway, New York 13, 


product in preference to the others 
which stand side by side with it. 

I don’t mean to say that this is 
an easy kind of advertising, but 
simply to indicate what the real na- 
ture of this type of advertising is. 


On the other hand, “out-of-the- 
rocker” advertising is designed to sell 
products which do not normally con- 
front the buyer. In this case we find 
our prospect at home, sitting in his 
easy chair. 


Let us say that we want to sell 
the gentleman in question an auto- 
mobile. Well, obviously, no one visits 
an automobile dealership every day 
in the week, as they do in the case 
of going to the grocery store to pick 
up a quart of milk, or a pound of 
butter. 

Our problem here is one of setting 
the prospect into motion along un- 
trod paths. Our advertising must 
develop maximum impact, it must 
make our prospect mobile, ie., it 
must move him into specific action. 
Further, this kind of advertising must 
move the prospect into action in a 
specific direction. He must go to a 
specific dealer, at a specific place, for 
a specific product. This then is “Out- 
O}-The-Rocker” advertising, which | 
believe is not as facetious a charac- 
terization as it may seem. 

My own experience with direct 
mail indicates to me that it is used 
most effectively on those products 
which require precisely this “Out-Of- 
The-Rocker” characteristic. Look at 
the whole pattern of direct mail 
advertising and mail order selling, 
and you will, | think, agree that di- 
rect mail does have the ability to 
achieve maximum impact upon a 
prospect . . . particularly when you 
desire that prospect to do something 
he does not usually do. 

In the case of “On-The-Shelf” 
products, we are in a sense selling to 
the universe. The products themselves 
are usually relatively simple. They 
lend themselves to brief captions, 
limited copy, and lovely four-color 
illustrations, which frequently suc- 
ceed in moving a good deal of mer- 
chandise off the shelf. 

Contrarywise, our “Out-O/-The- 
Rocker” products are quite different, 
or tend to be a quite different sort 
of thing. They are mostly products 
which require substantial description. 
Sometimes they are intangibles — 
services, editorial products, ete.; 
many times they are expensive or 
“big ticket” consumer goods’ items. 


In order to sell merchandise of 
this kind, it is necessary that we 
think of our prospects as people 
and that we know a great deal about 
their motivations and their re- 
sponses. 

Beyond that, it is essential that 
we know a great deal about the use- 
fulness of our product, that we can 
define its properties clearly, and 
thus by combining definition of pro- 
duct, and definition of market, in 
terms of people, we can begin to do 
an effective sales job—an effective 
advertising job designed to take 
people “out of their rockers”, into 
a frame of mind for doing business. 


This is a characteristic of direct 
mail which has been too little under- 
stood, and that is why I’ve decided 
to preface my remarks about direct 
mail lists and list research today 
with this description. To the degree 
that we understand the basic ad- 
vantages of any specific advertising 
medium will we be better equipped 
to discuss the technical aspects, such 
as lists, in the effective use of the 
medium under consideration. 


Receipt, Readership and 
Effectiveness 


Because basic research into direct 
mail has until very recently been so 
sparse, | thought it might be help- 
ful here to discuss one other gen- 
eral area which will provide us with 
certain very valuable technical 
guideposts—the area of knowledge 
about the research findings, quickly 
summarized, that we do have at our 
disposal at this time about direct 
mail advertising. 

For that purpose, I asked our 
market research director at Polk, 
Mr. Huntley Geddes, to give me a 
thumbnail description of the things 
we do know about, as a result of 
our voluminous research into speci- 
fic Direct Mail campaigns. Here is 
Mr. Geddes’ ten-point description of 
the Receipt, Readership and General 


Effectiveness of direct mail: 


1. The average number of pieces of all 
kinds of mail (letters, postcards, bills, 
advertising, magazines, newspapers, 

etc.) received per day by medium and 

upper income families averages about 
mail advertising 


3.2. Consumer direct 


is not buried in a large volume of 
mail—contrary to popular impression. 
Spread over all families in the U. S., 
there is only about one piece of mail 


per day. 
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2. Usually housewives are the first per- 
sons in the family to receive the mail 
(in about 70 to 75 per cent of the 
cases). Nearly half of these women 
habitually save all direct mail and | hank ) Ou 
give it to the addressee. About 35 per 
cent decide if it is important or of 
interest to the addressee, and act ac- 
cordingly—either saving it or throw for your interest, 
ing it away. About 19 per cent us 
ually throw it away at once. 

7 encouragement, loyalty 
Usually from 40 to 65 per cent of re 
gelling mel (and satisfied customers and 
advertising pieces. This “recognition” | 
of individual pieces builds up as 
mailings are repeated. In a few in- clients can be loyal). You 
stances, recognition has climbed to 
well over 80 per cent. As a rule, have been simply “terrific.” 
recognition of direct mail advertising 
runs slightly higher among business 
firms than families. 


“Dealer Identification” by the recip C /: _Kogos 


ients of direct mail advertising pieces 
varies considerably. By the phrase 
“dealer identification” we mean the 
receiver remembers who sent him the | Industrial List Bureau 
piece. Among those who recognize a | 

mailing piece, from 50 to 75 per cent 


remember the advertiser who sent him W ebster, Mass. 
the piece. 


The amount of “Multiple” readership 


of mailing pieces within an entire 


family is significant. From 1.5 to 3 

persons in a household will see a | rs 
given mailing piece. Much depends 
on the subject of the advertising and i 


on the quality of the advertisement. 


for the Direct Advertiser 


the offer on the inside of the mailing 


Over 8000 direct advertisers have found in 
5 us a “different” source for envelopes and 
About 50 per cent of those who recog Meil-Verning preces. Hew about YOU? 


nize a mailing piece remember read nn ae 
ing the “back” of the fc ‘er after one | aa DIRECT MAIL ENVELOPE co., Inc. 
mailing; after five mailings, 90% of ; s The Department Store of “ideas for the Oiwect Advertiser’ 


those who recognize the piece remem 


ber reading the back. 15 W. 20th St., New York 11, WA 4-0500 


. After one mailing, 60 per cent of = . 4 


those who recognize a mailing piece e e 

correctly identify the advertiser or Machine-Addressing 

local dealer who sends it; after five 

mailings, 77% of those who recognize 

a mailing piece correctly identify the Your mailing lists accurately em- tions or mailer strip. 

advertiser or dealer who sent it. bossed on aluminum plates, Years of experience, with hun- 
stored and maintained, ready dreds of lists, millions of names; 

“Owner prejudice”—reluctance to pay for low-cost addressings on your call George Green for estimate 

attention to advertising of a brand envelopes, direct mail, publica- on your requirements. 


competitive to the brand now owned 
is apparently a significant considera GLOBE ORGANIZATION INC, 
tion in the admitted recall of a direct 
Telephone Plaza 3-7938 480 Lexington Ave., N. Y. 17 


Specialists in high speed machine-addressing and mailing 
service and subscription fulfillment on customers’ and publishers’ mailing lists 
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mass 
mailings 
made 
easy! 


At Circulation Associates, Inc., 
a battery of automatic insert- 
ing machines with a daily 
capacity of more than 500,000 
pieces, solves your knottiest 
mass mailing problems with 
consummate ease. You save 
precious time and money and 
your mailings go ovt on 
schedule! 


Circulation Associates, Inc. is gear- 
ed for every phase of mass mail 
production, from addressing your 
lists to mailing your finished 
material. Whether your job calls 
for offset printing, Multilith or 
triple-head Multigraphing; whether 
it involves descriptive literature, 
sales letters, business reply cards 
or order forms . . . everything you 
need will be printed and mailed 
from here in a single, smooth 
flowing operation that is perform- 
ed under one roof, and under the 
watchful eyes of a responsible ac- 
count executive who knows every 
phase of direct mail production. 


You have just one place to go to 
check on the progress of your job 
. « Just one organization to hold 
responsible for its satisfactory com- 
pletion. No “buck passing” from 
one supplier to another... no 
flimsy excuses . . . no leaky alibis. 
Just fast, dependable, complete 
direct mail service that hundreds of 
other mass mailers have used to 
their advantage for years. 


CIRCULATION 
ASSOCIATES, INC. 


226 West 56th Street 
New York 19, N. Y. 


“unaided” recall studies, direct 


10, In 


mail almost invariably receives very 


high mention. This simply confirms 
the obvious fact that someone has to 
see and identify every piece of mail 


received. 


Remember that those ten points 
are simply the “quick and easy” 
things we have been able to sum- 
marize about direct mail. I believe 
that you will have to study them 
(and the rather profound advertis- 
ing implications some of those 
points have) to most usefully, most 
effectively, employ direct mail in a 
total advertising program. 


Mailing Lists Applied To Mass 
Consumer Goods 


The use of direct mail advertising 
in the sale of mass consumer goods 
items is a relatively recent develop- 
ment. Even now, very few major na- 
tional advertisers and major na- 
tional advertising agencies know 
enough about direct mail to integ- 
rate it fully within a complete ad- 
vertising program. 

Possibly more important, it has 
been difficult for the major agencies 
of the country to find a method of 
operation which would enable them 
to produce, or to create, or to re- 
search direct mail in behalf of 
clients, and yet do it on a basis at 
all profitable to the agency involved. 

However, in recent years, a few of 
the very largest agencies have spent 
some fairly substantial sums of 
money attempting to learn whether 
direct mail was good or bad as part 
of an advertising program. To put 
it mildly, they have been startled by 
precisely that ability of direct mail 
that | have been talking about: 

Its ability to move people into ac- 
tion, its ability to identify dealer- 
ships, its ability to back up an en- 
tire advertising program, and to 
provide such programs with certain 
types of effectiveness at the level of 
the ultimate consumer which no 
other form of advertising has done 
quite as well, 

As we have moved into the period 
of greater competition for sales in 
these last few years the mass con- 
sumer goods advertisers have begun 
to recognize, and their agencies 
have recognized, that it is not 
enough simply to have advertising 
talk to everybody. There are few 
products that can sell to everybody. 

For example, we talk about refrig- 
erators as mass consumer goods 
items, but not everyone in the 


country, even now, can personally 
afford to buy or influences the pur- 
chase of the fairly expensive prod- 
ucts produced by Westinghouse or 
General Electric or Frigidaire, and 
thus the matter of selectivity of mar- 
ket becomes important. Not so im- 
portant, let it be said, in terms of 
eliminating the normal mass media 

- television, radio, newspapers, 
magazines—but important in terms 
of translating the receptive climate 
produced by those mass media into 
desire to buy the product on the 
part of people who purchase items 
of this kind. 

And so we have begun to see that 
great national advertisers have be- 
come interested in direct mail and in 
mailing lists which might provide 
them with a high degree of indivi- 
dual selectivity. their 
search for such selectivity in direct 
mail these advertisers have, in their 
use of lists, ranged from occupancy 
lists to patron mail, to phone books, 
to the automotive lists, and so on. 
Their problem is national in scope, 
and there are not many lists or list 
sources that can serve their needs 
adequately. 

In most cases, these advertisers 
desire direct mail to relate to their 
dealer outlets. They want to talk in 
terms of prospects identifiable by 
name and by purchasing character- 
istics and residing in areas of dealer 
convenience. 

To put that another way, they 
face the problem of skimming away 
the bottom portion of their market 
with direct mail. They recognize 
that in their use of other advertis- 
ing media, they talk to the universe, 
but they want direct mail to talk 
only to a portion of the universe 
true possibly to an 80 or 85 per 
cent portion, but they do want to 
talk to an upper rather than a lower 
portion of the total consumer mar- 
ket when they decide to use direct 
mail. 

This was exactly the sort of prob- 
lem I faced for a number of years 
in helping to determine a pattern of 
list usage, and of integration of di- 
rect mail with other forms of adver- 
tising, in the sale of subscriptions 
to Life magazine. Life is a very 
good example of a product which 
cannot be sold to everyone—which 
can sell to, let us say, the top 2/3 
of the consumer market of the na- 
tion. In my own experimentation on 
Life, 1 tried all of the major na- 
tional multi-million mass lists I 
have mentioned. 
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market, 
market. 
tions ranging from almost 0% to 
possibly a 1/3 of the total national 
consumer market. 

For this purpose you require in- 
tense selectivity in your choice of 


follows 


There were advantages and dis- 
a to each of them—advan- 
tages and disadvantages which were 


stage of development and 


transition, and which will no doubt 
lend themselves to far more success- 
ful solution of specific sales prob- 
lems in the relatively near future. 


Mailing Lists Applied To 
Specialized Products & Services 


In this area the problem is quite 
different. Here we have the case 


we are not at all talking 
2/3 of the total consumer 
or 809) of the consumer 
We are talking about por- 


and, at the same time, you 


are favored with the fact that direct 
mail enables you to achieve this sel- 


to a greater degree than does 


any other advertising medium. 
In direct mail advertising and 


of specialized products and 


services you must think in terms of 
list segments which you can put to- 
gether to do a total job for you. My 
own check list in this area includes 
ten items—to which I refer in eval- 


mailing lists. They are as 


of the prospects involved 


tithe or profession 
or ia! status 


This 
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Education 

Family status 

. Home or form ownership 

. Indicated interests, hobbies, etc. 

. Indicated previous desire for, or af- 
finity to, similar products 

. Type of business and/or business rating 


check list is not all-inclusive 


but it does help me to determine the 
application of a given list to an in- 
dividual direct mail sales problem. 
ourse, your ability to make 
your choice of lists on the basis out- 
does require substantial co- 
operation upon the part of your 
wailing list supplier. We are all 
familiar with the standard list broker 
recommendation cards and many 
of these recommendations leave a 
great deal to be desired in the way 
of information. 

More and more in recent years, 
howeve 
of cooperation on the part of mail- 
ing list compilers and mailing list 
brokers as well as list owners, in 
providing information as complete 


r, there has developed a spirit 


required. We have not yet 
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DREY SELECTED 
MAILING LISTS 


“Drey Selected” 


additive for accuracy and serv- 


the premium 


ice to make the planning and 
implementation of you direct 
mail program simpler and 


more resultful. 


Staffs in New York and 
Chicago backed by years of 
experience in selection of the 
right lists for all types of pro- 
grams——industrial, dealer, gen- 
eral direct mail, public rela. 


tions, mail order. 
May we work with you? 


See our 
Edith Drey and Alan Drey, at 
the Morrison during conven- 


representatives, 


Selected Firms 

and Individuals 
Business & Professional Men 
Consumer Mail Order Buyers 

In All Categories 


Send for free copy of our 6-page 
newsletter and survey of the 
current list market 


“LISTS & LISTINGS” 


WALTER DREY, Inc. 


Brokerage © Compilations © Research 
257-4th Ave., New York 10, N. Y. 
ORegon 4-7061-2-3 
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Financial 6-4180 


Member National Council 
Mailing List Brokers 


reached an ideal state in this direc- 
tion but generally your inquiries 
for this type of information will re- 
sult in a fairly complete and accur- 
ate description of the lists under 
consideration. 

On the other hand, there is a con- 
siderable responsibility on the part 
of the list user to continue to re- 
quest complete information on all 
mailing lists offered for rental or for 
sale. To the degree that buyers are 
discriminating in their choice of lists 
will we eventually reach the stage 
of the game where lists are not sim- 
ply tested in the hope they will 
work—but are bought as commodi- 
ties about which the buyers have 
made a reasoned decision based 
upon very complete descriptive in- 
formation. 

It seems to me that we have all 
had too much of a tendency in the 
past to simply test lists in the hope 
they would work. After a number 
of years of trial and error it is, of 
course, possible to build a reservoir 
of tested mailing lists which will 
work on a given product. In the 
process of building this reservoir a 
good deal of money can go down 
the drain unnecessarily. 

Much of this reflects the peculiar 
way in which the direct mail busi- 
ness has grown from its one time 
lowly status to the point where it is 
today a very major segment of the 
total advertising economy. 


Possibly there is not a sufficient 
willingness on our part to recognize 
that this change has come about and 
that direct mail is big business. Too 
often we still tend to approach this 
medium as though it were a nice, 
shiny new game we were playing 
and that is no way for professionals 
to regard the profession in which 
they are currently engaged to the 
tune of almost billion-and-a-half- 
dollars per year. 


In the sale of specialized products 
and services by mail, we are fre- 
quently working within the confines 
of a rather small margin of profit. 
For that reason | have emphasized 
the necessity of very careful list 
choice for such products and serv- 
ices, and only upon the basis of full 
knowledge of the background of the 
lists involved. 


Such careful selection of mailing 
lists will help you in the sale of the 
products for which you are respon- 
sible—and more than that, it will 
help all of us in direct mail to es- 


tablish an even more successful rec- 
ord for this valuable advertising 
medium. 


Major Mailing List 
Sources and Practices 


My own cataloging of major mail 
ing list sources covers ten items as 
follows: 

1. Official records—such as avtomotive 
registrations; birth records; licenses for 
marriage; property ownership, etc. 

. Telephone books—oalphabetical,  classi- 
fied and criss-cross 

. City Directories 

. Membership Lists 

. Trade, industrial and special directories 

. Clippings—from newspapers, magazines, 
etc. 

Customer lists 

. Inquiry and contest lists, etc. 

. Area canvassing 

. Miscellaneous source material—such as 
salesmen’s call reports, convention 
rosters, questionnaires, etc. 


Similarly, my check list of major 
mailing list practices includes five 
items: 

1. Compilation from various sources 
2. Rental from list owners or through 

moiling list brokers 

3. The ovtright purchase of lists 
4. Exchange of names between colleagues 

or competitors 

. The use of house lists 

I don’t mean to imply that these 
items cover the whole field of mail- 
ing list sources and practices—but 
they might provide you with a con- 
venient check list, as they have me. 
They are the items deserving con- 
sideration in analyzing the areas of 
availability for a given mailing list 
program. 

It is astonishing to consider the 
tremendous number of lists available 
from these various sources and 
through these various practices. For 
example, my own firm’s list catalog 
covers 6,000 “vertical” categories. 
These separate lists provide the firm 
names of manufacturers, retailers, 
distributors, institu- 
tions, etc.,—and the names of in- 
dividuals in all of the professions. 

A recent survey indicated we are 
now publishing 741 different city 
directories covering 3,480 canvassed 
cities and towns. Within our total 
of 741 directories, 321 contain num- 
erical telephone guides; 239 contain 
rural route sections; 44 contain tax- 
payers lists; 36 contain lists of far- 
mers. 


associations, 


In our automotive registration file 
we currently have 43 million undu- 
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plicated car and truck owner names. 

In the course of the average year 
we interview some 20 million people 
to obtain personal data on such fac- 
tors as home ownership, family sta- 
tus, job title, ete. 

Our own vast original sources of 
list information 
by specialized mail order response 
lists in the, files of any good list 
broker, many of whom will have as 
many as 3,500 individual mailing 
lists available to the list user. 

The United States is apparently 
the best organized country in the 
world—as you can readily determine 
by referral to that very valuable 
volume called National Associations 
in the United States. Here you 
have access to literally tens of thou- 
sands of local, state, national or reg- 
all of them 
serving some purpose in relation- 
ship to individual items offered for 
sale through the mails. 

The point I'm making in all of 
this is that within the available 
framework of mailing list sources 
and practices, none of us need fear 
but that we can use direct mail ad- 
vertising as a very selective adver- 
tising medium indeed. It is our own 
fault if we don’t pinpoint our pros- 
pect market. Certainly the available 
sources and practices are not, in 
every case, all that can be desired 
but with a little ingenuity we can 
make direct mail handsomely pay 
its way into the home of the ul- 
timate recipient of our advertising. 

We are all inclined to speak 
rather freely of the fact that direct 
mail does offer intense selectivity as 
its prime virtue. Yet how often do 
we, in fact, in our choice of lists 
separate legitimate prospects from 
suspects 


are complemented 


ional membership lists 


An examination of the two check 
lists of sources and practices out- 
lined will, I believe, indicate that 
you can get the names of the people 
you want—and that beyond that it 
is pretty much a question of what do 
you want to sell to whom. 


Special (And Thorny) 
List Problems 


There are four fairly serious mail- 
ing list problems which continue to 
plague all direct mail advertisers 
they might be summarized as fol- 
lows: 


1. Duplication——both intra, and inter, list 


2. Change of address—including change 
in employment status and job title 
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ART WORK BY MALL Pian, copy, sketches and finished art work 


From time to time I am asked to 


suggest a plan for a complete 
direct mail program. Plan and 
copy as well as art. | am giving 
personal service by mail to firms 
in all parts of the country and 
perhaps I could help you in 
preparing your direct mail 
campaign. Just write me a letter 
outlining your requirements and 
I will quote you prices for my 
preliminary idea sketches and 


time needed 


RAYMOND LUFKIN Pier, copy, design 
124 West Clinton Avenue, Tenafly, New Jersey 


delivered direct to your desk by mail 
from my studio at home 


CONNECTICUT 


Drawn for the National Fire 
Group, Hartford, Connecticut 
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Interested in increasing addressing 
efficiency and cutting costs? Send for 
MULTIPLEX folder and samples. No 
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Psst! Get an AdverKit! 


Plen colorful from an idea- 


compaigns 
pocked portfolio of over 100 direct mail 
samples 


Create action-getting, 1-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings. 

All AdverKit items creoted and pre- 
printed by American Mail Advertising. 
Your sales message easily added using 
any office duplicator. 

Mail $2.00 for your AdverKit—refundable 
on first order. 


AMERICAN MAIL ADVERTISING 


INCORPORATED 
610 Newhury Street, Boston 15, Mass, 


Tel. COmmonweaith 6.7540 


Pin-Point Your Market 
with 


“STRATIFICATION” 


Selection of RESIDENTS 
By Name 
For 
@ income 
@ Rental or 
@ Home Valuation 


Please call or write for complete 
information. 


Over 12,000 other specially 
compiled lists. 


ALLISON MAILING LISTS 


compilers 
400 Madison Avenve, New York 17, N. Y. 


Murray Hill 8-6500 


address —the 


of mechanical accuracy in addressing 


3. Incorrect sheer problem 


4. The deceased, hospitalized, ete. 


Each of these four items is a very 
serious matter in terms of the pub- 
lic relations of the direct mail ad- 
vertiser. Undoubtedly, each of these 
things plays its part in lessening di- 
rect mail effectiveness. 

| have had occasion to pour over 
literally hundreds of letters of com- 
plaint about each one of these prac- 
tices and have tried to help solve 
the various problems indicated. It 
is a pretty frustrating business to 
apologize to your prospective cus- 
tomer for the mistakes he finds so 
dificult to understand. 

How do you, for example, explain 
to the man who has sent you fifteen 
copies of the same letter he has re- 
ceived from you on the same day? 
Certainly you can make all manner 
of explanation, but in the process 
the public relations of your firm 
must suffer. 

It is easy for us to point out that 
possibly 35 per cent of all addresses 
of individuals do change in the Uni- 
ted States in the course of a year, in 
one manner or another. In other 
words, they do change jobs, they do 
change residences, etc.—but it is dif- 
ficult for our mail to carry the per- 
sonal feeling we want it to have, and 
yet contain these mistakes. 

Certainly | don’t want to suggest 
that these probelms can be solved 
quickly, or easily, or without ex- 
pense. As a matter of fact, a few 
years back at Time we spent some 
$85,000 in what was simply a pilot 
effort to eliminate duplication from 
all of our mailings. At the conclu- 
sion of that experiment, we had to 
resolve that within the framework of 
our existing list practices it was 
simply not economic to eliminate 
inter and intra list duplication. 

As a result of that experiment, 
however, we did begin to seek out 
the very large national mailing lists 
which were unduplicated within 
themselves. In this way, that is by 
reducing the number of lists used, 
we did very substantially solve our 
problem of duplication. This was a 
matter of no small importance to 
Time and it is a matter of no small 
importance to any other mailer. 

For, after all, we are dealing with 
relatively small percentages of re- 
turn and we must try to base those 
percentages upon our entire mailing, 
not upon a relatively small part of 
the mailing. We cannot afford to 


pile up resentment in the mails, and 
yet expect to receive a good over-all 
percentage of favorable responses 

whether they be in terms of orders, 
or in terms of an atmosphere of ac- 
ceptance of the product advertised. 

It was with these various prob- 
lems in mind that, about three years 
ago, | began to press very hard for 
the creation of an Audit Bureau of 
Mailing Lists. | was no great pion- 
eer in this effort—the idea of some 
sort of auditing procedure on direct 
mail circulation lists has been pro- 
posed for 30 years or more. A re- 
port dated April 9, 1925 was submit- 
ted to the Committee on Audits and 
Appraisals of the Direct Mail Ad- 
vertising Association by the large 
national accounting firm of Ernst & 
Ernst. At that very early date, seven 
of the largest list compilers in the 
United States (including R. L. Polk 
& Co.) submitted their books, their 
records, and all of their facilities to 
an audit by Ernst & Ernst, in an at- 
tempt to move direct mail forward 
by providing an auditing procedure 
for the industry. 

It astounds me that thirty years 
have passed without an acceptance 
by the industry of the idea of some 
audit system. To me this is very 
basic indeed, in eliminating these 
thorny problems with which we are 
faced. I don’t mean to suggest that 
we can eliminate duplication, or in- 
correct addressing, or all resentment 
through the simple process of 
founding an Audit Bureau of Mail- 
ing Lists. 

On the other hand, I do feel that 
if mailing list recommendations were 
accompanied by an affidavit as to 
the condition of the list—or by an 
outside audit—then we might begin 
to make some major in-roads into 
solving these problems. 


“The Man In Motion" Theory 


Some years ago the New Yorker 
magazine evolved a wonderful ad- 
vertising slogan which went “They 
Spend the Most Where the Most is 
Spent.” To that slogan I would like 
to add two others that can be touch 
stones of Direct Mail success, and 
they read as follows: 


“Those Who Buy Have Bought” 
and 


“Those Who Move the Most Spend 
the Most” 


I've given this whole field of Di- 
rect Mail Advertising theory the 
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name, which is probably not at all 
new, of “The Man in Motion.” This 
is a very simple theory and yet, to 
me, possibly one of the most impor- 
tant in the entire field of Direct 
Mail. 


The very essence of this theory is 
that the man who is moving forward 
in any progressive direction, i.e., the 
man who is getting a promotion on 
his job, the man who is buying a 
new home, the man who is getting 
married, the man whose wife is hav- 
ing a child—that all of these indi- 
cators of growth and personal pro- 
gress are also indicators of inherent 


purchasing power. 


As you probably know, the Polk 
Co. serves many clients in the auto- 
motive manufacturing field and our 
Market Research Department has in- 
tensively researched the purchasing 
habits of new car buyers. 


All of that research indicates that 
the man who buys a new car is, for 
the most part, the man who has 
bought a new car in the past. Cer- 
tainly general economic changes in 
the country will change former used 
car buyers to new car buyers. Simi- 
larly, economic changes will bring 
about a situation in which the man 
who has previously bought a Chev- 
rolet or Ford will shift—possibly to 
a Chrysler or an Oldsmobile. But 
there is in all of this a pattern of 
buying—a pattern of motion paral- 
leled by a pattern of buying, and 
you should pay great attention to 
these habits of - movement and 
change with regard to the products 
for whose sales you are responsible. 


When you get the name of “The 
Man in Motion” you are most likely 
to get a currency factor, an immed. 
iacy factor, an accuracy factor which 
will guarantee the delivery of the 
highest possible percentage of your 
mail. Thus you cease to cause re- 
sentment when you use mailing lists 
which are this current and this ae- 
curate. Your returns are based upon 
the appreciative receipt of 100 per 
cent of your mail—rather than on 
the appreciative receipt of 75 per 
cent of it and the resentful receipt 
of possibly 25 per cent of it. This 
sums up the value of “4 Man in 
Votion.” 
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Our New 1956 
| Portfolio of 
MODERN 
Lithographed 

Letterheads 


Free! 


REQUEST IT ON YOUR LET- 
TERHEAD AND WE WILL 
SEND PORTFOLIO AND 
PRICES 


We've specialized a long time in printing for companies 
who use the mails to get their business. We understand 
your needs and we're able to interpret your instructions 

even though they come by mail — in light of good 
mail-order practice. 


Many of our customers just make rough sketches of a 
layout, send along the copy or text in typewritten form 
and leave it to us to make the art work, set the type and 
print the job. 

With a service like this available to you, there is no reason 
for the mail-order sales manager in smaller communities 
to pay big prices for cuts and be satisfied with small run 
letter-press work. You can enjoy the lower prices made 
possible by our mass production — and you can have your 
literature printed with all the punch and class that char- 
acterize genuine offset. 


SEND COUPON TODAY and let us show you how you can get 
more letterhead value for less money at PEERLESS! 


Peerless Lithographing Co. Dept. RO 
4311 W. Diversey Ave., Chicago 39, Ill. 


— send me your big new 1956 PORTFOLIO OF MODERN LETTERHEADS also your 
ow prices 


( ) | enclose our present letterhead. Please quote me a price in lots of — .. We 
use about a year 


{ ) | think our letterhead should be modernized. Have your Creative Department 
submit suggestions without charge or obligation on redesigning the en- 
closed ietterhead 
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FUND RAISERS .. . 


Here's how 
a direct mail 
fund-raising 

consultant 
can help you. 


Bring to you the accumulative ex- 
perience of nearly 30 years of diversi- 
fied fund-raising work. 

Study your problems objectively and 
offer suggestions for their solution and 
the expansion and improvement of 
your appeal. 

Give you the benefit 
direct mail ideas that will 
your imcome and reduc ° your costs, 

Re available to you for advice when 
ever you feel “two heads might be 
better than one.” 

And help you in a thousand and one 
diflerent ways —you can no doubt think 
of several without half trying. 

It'll pay you to investigate. Look me 
Morrison Hotel in Chicago 
going to the Direct Mail 

Association Convention 


13 and 14, 


of workable 
increase 


up at the 
if you're 
Advertising 
September 12, 


Or drop me a line, 


WILLIAM M. PROFT 
ASSOCIATES 


27 WASHINGTON PLACE » EAST ORANGE, 


ALL THE KEY PERSONNEL IN 

THE WORLD-WIDE AVIATION 

INDUSTRY IN THIS ONE-AND- 
ONLY DIRECTORY 

Over 15,000 individual names, 

titles in more than 6,000 com- 

panies. Over 700 pp. 


AMERICAN AVIATION PUBLICATIONS 
1025 Vermont Ave. N.W., Wash. 5, 0. C 


Send copies of Fall-Winter American 
Aviation World-Wide Directory @ $7.50 
each. 

Compony 

Address 


| City, Zone, Stote 
| [) Check enc. [) Send Bill. Directory | 
off press, October, 1955. 
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What About List Costs 
And Cost-Per-Order? 


For some years now I have been 
rather baffled by the arbitrary in- 
sistance on the part of many list 
users, that a fixed price be estab- 
lished for mailing lists; and that this 
fixed price he somewhere in the 
neighborhood of $15 per thousand 
names, including addressing. 

It seems to me that this is a fairly 
unrealistic approach to the problem. 
Actually the mailing list business 
exists on two very different planes. 

The first of these is the situation 
which prevails when a list owner, 
who requires a mailing list for his 
own business purposes, decides to 
make that list available for rental. 
Under these conditions the list own- 
er amortizes the basic cost of his 
list as a normal part of his own 
business operation. When he makes 
the list available to others he is, in 
effect, realizing a secondary income 
or royalty on his existing property. 
This is the type of mail order res- 
ponse list which for the most part 
dominates the list brokerage market. 

On the other hand, there is the 
broad field of list compilation. In 
this field, the entire cost of list pre- 
paration must be borne by those 
who use the list. Names do not flow 
to the list compiler as a result of 
other efforts, nor does the list com- 
piler use these names to sell his own 
products. In other words, in this 
situation the list is a prime property 
rather than a secondary source of 
income. 

Depending on the type of list in- 
volved, good selective list compila- 
tion today runs $200 to $400 per 
thousand actual out-of- 
pocket labor costs. This does not 
include the cost of subsequent ad- 
dressing. The only basis on which 
a list compiler can get his money 
back on a list compiled at this cost, 
is to rent it a very large number of 
times to many mailers. 


names in 


In spite of the very considerable 
economic differences obviously in- 
volved, we have had the situation 
for some years in which mailing list 
users expected to pay about the 
same price for both of these two 
basic types of mailing lists and 
that, it seems to me, simply doesn’t 
reckon with the facts of 
life. As a result, we have had some 
very bad list compilations offered 
for sale in recent years—because the 
list compilers simply could not oper- 


economic 


ate within the economic strait-jacket 
many mailers attempted to provide 
to them. 

Thus, some list compilers were 
forced to cut corners and to pro- 
duce fairly shoddy lists in an at- 
tempt to meet the pricing require- 
ments of the mailers. This approach 
to the problem is, I believe, very 
unsound. 

Actually, we should be far more 
concerned about the resultfulness of 
a list—and the actual cost-per-order 
obtained from the use of the given 
list—for it is in terms of cost per 
order or cost per positive advertising 
impression created that a mailing 
program succeeds or fails. 

I would suggest to you that you 
establish the actual cost-per-order 
you are paying on each mailing list 
you use. You will soon find that the 
lists that really work well for you 
are producing orders at a cost any- 
where from 1/4 to 3/4 of the cost- 
per-order on lists which are not re- 
sultful. 


Actually, this problem is com- 
pounded by the fact that the list 
cost represents only 20 to 25 per 
cent of the total per thousand mail- 
ing cost. Thus, when you use poor 
lists, you are throwing three times 
as much good money after the one 
part of bad money. 


A few years ago, I worked up 
some cost-per-order comparisons 
along the lines I have indicated, and 
was able to determine that it was 
possible to pay—as a rule of thumb 

roughly three times average cost 
for a list that would double our re- 
turns. In other words, on a list that 
pulled 2% in traceable returns, we 
were willing to pay $45 per thou- 
sand names, as against a list that 
pulled 1% at a cost of $15 per 


thousand names. 


This concept may sound strange 
to you, but I believe a little sharp 
pencil work will indicate that it is 
a very valid concept indeed in terms 
of your own business—whether you 
are trying to sell directly by mail, 
or to produce a favorable advertis- 
ing impression. 


The Question of Customer 
Quality Control 


One of direct mail’s prime virtues 
is the ability it has to provide an ad- 
vertiser with a pinpointed system of 
customer quality control. By this I 
mean the pre-selection of customers 
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who will be repeat customers or “big 
ticket” customers. Because direct 
mail talks to individuals selected out 
of the total market—rather than the 
total market itself it is possible 
to pre-select and pre-determine, to 
some considerable degree, those in- 
dividuals who are most likely to be 
your most desirable accounts on al- 
most any product or in any line of 
business. 


It obviously pays you to attract 
as many of such customers as pos- 
sible, for you can afford to pay a 
pretty high price to get a good cus- 
tomer as against an undesirable cus- 
tomer. Not enough studies have 
been made of this problem in direct 
mail advertising and yet, as you 
think of it, doesn’t it emerge as a 
very prime value? 

There has not been enough analy- 
sis either of the lists of customers 
obtained by direct mail—that is, 
analysis after the fact. It is very in- 
teresting to check back on the ae- 
tivity obtained from customers you 
originally secured by mail. Further 
than that. it is of great interest to 
check the sources from which the 
names were originally derived. By 
following the activity of a customer 
list over a period of years, you can 
hegin to get a pattern which will 
indicate to you the most resultful 
sources of business. This should be 
a great virtue of your direct mail 
advertising. and will eliminate the 
need for a lot of helter-skelter ad- 
vertising to the entire mass of the 
buying public. 


It is extremely expensive to at 
tract new customers; on the other 
hand, it is very inexpensive to de- 
velop business from people already 
on your books. Thus, it is necessary 
in thinking of mailing lists. that you 
look well ahead to the ultimate value 
of the customers obtained from the 
use of specific lists. The question is 

will the customers, once sold, huy 
the same product or buy within your 
line of products again and again? 
Further. will they buy in substantial 
volume ? 


We are just beginning to know 
something about customer quality 
control in direct mail advertising 

. but as you project your imag- 
ination into this subject a little bit, 
I think you will find many ways in 
which you can apply this little gold- 
en goose to virtually any line of 
business which employs direct mail 
advertising or mail order selling. 
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224 - 7th Street 4 


Garden City, New York al a 
Gentlemen: 

0 Q 
We are currently compiling and a on Dashew 


(Speedaumat) plates a licensed Dog Owner@ddal 
ing the United States and Hawaii. We now have in 
excess of 2,000,000. This list is continually growing. 


The above list is being compiled for one of the lead- if 
ing dog food manufacturers in the United States; it is (hy 
maintained by State and by City in alphabetical order. K 
This list is available to anyone except sanufacturers () 
of dog food products. “ ibe 


list brokers, and, in the meantime, it is, of course, 


Soon, the list will be available through recognised ( 0 
available through us. | 


Cordially yours, 


ack 


Jack Hecht 
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ALL-PURPOSE be 
couse they will 
AUTOMATICALLY 
ADJUST THEM- 
SELVES AND TIE 
TIGHT and light or 
heavy bundle, 
package, box, with. 


Automatically typewritten letters 
(18M Hooven, and Robotyper) 


“Executive” process letters 
“Alsco” process letters 


Mimeographing in the capacity of 
inti each model. There 
Offset printing ore several models 
Multigraphing to choose from 
ALL-PURPOSE be 
Addressing cause they will 
die all the 
Signing y 
ing problems in 
(facsimile signatures) your office, mailroom and factory more 
Mailing efficiently than you believe possible 
ALL-PURPOSE because they use twines 
from 3 to 24 ply as well as tapes and 
A COMPLETE SERVICE 
IN THE PERSONALIZED ALL-PURPOSE because anyone can ope 
rate them efficiently. They ore sturdily 
LETTER FIELD constructed to give long dependable 
service 
Write us for new folder and ALL-PURPOSE because these machines can 
be trolled by foot pedal tri 
e LET FELINS CUT YOUR MAILING COST 
NOW 


AMBASSADOR See us at Booth No. 49 DMAA Convention 
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You can seal them “quick as a 
wink” without moisture! 


Just press the two gum strips 
together and presto — it’s sealed. 


Save Time and Money 


Let an ENVELOPE SPECIALIST 
show you HOW... 


is available in a 
wide variety of sizes and styles. 


Send for details and samples. 


CURTIS 1000 INC. 


ST. PAUL, MINN. CLEVELAND, ©. ATLANTA, GA. HOUSTON, TEX. 
Sales Offices in Principal Cities 


HARTFORD, CONN. 


Leam 
about the new 


a modern rotogravure plant right from your desk. 


See in beautifully printed pictures and captions 
the ideal process for long-run commercial printing. 
Write on your company letterhead for latest issue of ALCOTONES 
ALCO GRAVURE, Division of Publication Corporation 


Sth & Monroe Sts BattTimonre 1147 Wicomico St. 
2436 West 15th St Los ANcELes 9320 BeManca Ave. 


Hopoxen 
Cumwaoo.... 


Snap It Up! Make It Pull! 


get more business with better direct mail 


40 years of achievement in planning and writing 
Complete Direct Mail Programs 
Booklets Letters Circulars 


for many of America’s leading companies 


and 


NEW YORK 17, N. Y. 


9 EAST 45th STREET 


Pending Developments And New 
Approaches To Mailing Lists 


For the most part here, we have 
been talking about the existing 
framework within which direct mail 
does its job. In concluding my re- 
marks, | would now like to look to 
the future and to speculate as to the 
path of development in the years 
ahead. 


There has been a great ferment 
among the key electronic equipment 
manufacturers of the country in these 
past five years to develop systems 
which could cope with the vast 
growth in the use of direct mail and 
in the use of multi-million mailing 
lists. Unfortunately, none of the sys- 
tems now on the market can do the 
kind of job necessary for a pinpoint 
selection of names, and do it at a cost 
low enough to be practical for most 
mailers. But our own engineers have 
in recent months been looking at 
pilot models of equipment, and at 
blueprints, which we believe hold 
promise for the future. 


Earlier in my remarks, I indicated 
the various sources from which the 
Polk Co. derives its names. In the 
past it has not been possible to com- 
pletely integrate all our sources of 
information so that we might eco- 
nomically select prospects who could 
be identified based upon a great 
number of characteristics. 


As component parts of the whole, 
the Polk Co. can identify all of the 
facets of car ownership in the United 
States. We know the name of every 
car and truck owner, we know the 
kind of car or truck owned, the year 
model and other pertinent data. Sim- 
ilarly, in our files we have informa- 
tion on home ownership, telephone 
subscription, job title, business con- 
nection, family status, etc. We have 
mapped the nation as to quality of 
neighborhood as a normal part of 
compiling our city directories. Be- 
yond that, we have set up separate 
lists which are constantly being cor- 
rected and up-dated and which pro- 
vide us with vertical sources of in- 
formation on businesses, trades and 
professions. In all, we have pertinent 
data on some 50 million people. 


However, we have never been able 
to bring all of this information to- 
gether in one convenient and inex- 
pensive form so that our customers 
could do a complete selection job 
based upon all of the characteristics 
I have mentioned. 
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In order to provide our clients with 
the kind of pre-selec tion which would 
make Customer Quality Control a 
reality to the nth degree, we want to 
integrate all of these vast informa- 
tion sources for our clients, and we 
are proceeding in that direction with 
all possible rapidity. 

I have taken the liberty in talking 
in terms of the Polk Co. because | 
believe the work we are doing may 


be symbolic of the kind of work that 


W HAT happens in the mind of 
the man who opens a piece of 
direct mail over his breakfast coffee 
or over a drink late in the afternoon 
after returning home from work? 
Put yourself in his shoes. In the 
morning he is apt to be in a hurry. 
He has also received his newspaper, 
possibly several bills and letters from 
relatives and friends, which claim his 
attention. In the after 
noon, he is still mulling over the 


immediate 


Reporter's Note: This part of the supplement 
to the history of direct mail is not “a 
speech.” It was planned deliberately. There 
has been so much talk and so many articles 
in advertising journals about Motivation Re- 
search we thought it was time to see 
how it applied to direct mail. We asked Dr 
Ernest Dichter, well-known president of the 
Institute for Motivationol Research, inc 
Croton-on-Hudson, N. Y., to prepare it for us 
He kindly consented. We'll probably have 
others. He has focused here primarily on 
HOME MAIL. Loter on we'd like to see other 
researches on business or industrial mail 
There is no doubt that more and more ot- 
tention is being given to motivation research 
In some woys it doesn’t differ greatly from the 
work performed years ago by such men as 
Kenneth Goode and Donald Laird. It's just a 
different dress but it has caught on where 
other work was ignored. So, let's call it an- 
other significant development in thinking 
deeper about direct mail 
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must be done to make direct mail 
advertising realize its full potential 
in the years ahead for all national 
advertisers. 


We hope that the day is not too 
long off when our clients may come 
to us and say, for example, “We 
want to advertise to all owners of 
1955 Buick Roadmasters who also 
and who are 
and who 


own their own homes: 
executives of corporations; 


day's events and more likely than not 
he has the first chance of having a 
chat with bis wife and his children. 

This is the total social background 
against which the direct mail is read 
in the majority of the cases. This is 
the competition for the reader's at- 
tention that efficiently conceived di 
And to this 
competition 


rect mail must overcome. 
be added the 
number of 


must 
among a direct mail 
pieces which may arrive at the same 


Motivational Rules 


Clearly, the lot of the copy writer 
is not an easy one. Figuratively 
speaking, his task is to grab the 
reader by his lapel, foree him to lis 
ten. and convince him that it is his 
evident interest to buy the product 
which is being offered. 

The difhieulty is, of course, that he 
cannot force himself upon the atten 
tion of the reader by physic al com 
pulsion. He must compel the mind. 

In order to do so, he must knou 
the reader's mind. He must be aware 
of the psychological laws which de 
termine the effectiveness of an ad 
vertising message. 

Motivational research has estab 


are married: and who are in the 28 


to 45 age group; and who live in a 
top quality neighborhood.” 


That day will come, and when it 
comes all of us will profit immensely 
from these indicated developments. 
More than that, direct mail advertis 
ing will have come fully into its own 
as a major part of the marketing 
fabric of these great United States 
of ours. 


The Psychological 


Approach To 
DIRECT MAIL 


by Dr. Ernest Dichter, /residens 


Institute for Motivational Research 


lished a number of rules for inereas 
ing the efheaey of the direct mail 
appeal. In essence, these rules fall 
under two main headings: 


1. Fashion direct mail to suit the 
personality of the recipient. 


”. Fashion direct mail to suit the 


personality of the product or service 
you are selling 


As to the first, on the surface it 
may seem sheer nonsense lo speak of 
the pe rsonality of the recipient when 
some mailings go out in half a mil 
lion, a million or more copies, How 
can one possibly envision the per 
sonality of this collective group with 
more heads than the legendary Hy- 


dra ever hoped to have? 


The answer is two-fold. First, di 
rect mail is often sent to compact, 
homogeneous groups, Second, just as 
often the personality of the prosper 
tive buyer may be defined by the 
very nature of the product which is 


being offered. 


A Study of Florists 


With respect to the first category, 
good case in point is a study the 
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$64,000 


Why do most of the 
b-i-g mailing list users 
depend on DUNHILL? 


DUNHILL 


has the country’s 


Because . . 


largest research depart- 


ment for compiling 


specialized mailing 
lists! 


From the largest brokerage 
houses on Wall Street to the 
world’s most important charit- 
able organizations, the really 
BIG mailing list users depend on 
DUNHILL for all their list needs. 
You can tool - - - Because, every 
name on a DUNHILL list is sci- 
entifically selected for your 
specific mailing from the most 
accurate and reliable sources in 
the world. Whether your list re- 
quirement is national, interna- 
tional, or just local—whether it 
involves a million names or a 
few thousand—you can depend 
on DUNHILL! Our research staff 
market-wise to present day 
needs—will custom-tailor a list 
that will guarantee to put your 
mailing piece into the hands of 
interested readers. 
If you want proven prospects, 
not just names, call DUNHILL to- 
day! Don’t forget to ask about 
our new mail-order List Broker- 
age Department. 
Send for free mailing list catalog 
No, 7. 


DUNHILL 


INTERNATIONAL LIST CO., | 
co., INC. 
565 Fifth Ave, N.Y.C. 17; Plaza 3-0833 


CHICAGO: 55 E. Washington $., 
DEarborn 2-0580 


WASHINGTON, D.C.; 1824 Jefferson Pi. 
N. W., REpublic 7-4111 


has prepared for John’s Nursery in 
Apopka, Florida. In a nutshell, our 
assignment was to conduct a study of 
the motivations of florists in buying 
foliage plants and to make our study 
the basis for a new mail order ad- 
vertising campaign. 

To solve the company’s selling 
problems, we went out and tested the 
personality traits of a representative 
selection of florists through a num- 
ber of scientific techniques such as 
depth interviews, various projective 
tests, visual and situation tests, ete. 
We found that there were a number 
of characteristic qualities which were 
shared by the large majority of peo- 
ple in this particular trade. 

To summarize our findings, we es- 
tablished that florists are essentially 
conservative as a group. Most of 
them select their profession at an 
early age through some family in- 
fluence, and have no wish to be any- 
thing but florists. Thus more than 
in the case of most people in Amer- 
ica, the florist’s life possesses con- 
tinuity. 

We also found that although a 
florist must be a salesman as well as 
a carpenter, an electrician and a 
handy-man-around-the-shop, he de- 
rives his primary satisfaction from 
his close connection with beauty. He 
continually uses such words as 
form, shape, shining, colorful, frag- 
rant, and considers himself first of 
all an aesthete. He realizes that his 
role as a businessman is of prime 
importance for his survival; however 
he derives his feelings of prestige 
and status from regarding himself as 
an artist professional. Even while 
competing, he is not interested as 
much in success on the economic as 
on the aesthetic and moral levels. 

After the personality picture of the 
typical florist had emerged from our 
tests, we proceeded to suggest prac- 
tical applications for the kind of di- 
rect mail whie h would he psycholo- 
gically effective in reaching the 
clients of John’s Nursery. Here are 
some of the things we recommended: 


@ Because the florist is so essen- 
tially a conservative individual 

the copy and layout must be conser- 
vative. Copy must be written simply 
and to the point. Extravagant phrases, 
the use of superlatives, an excessive 
dependence upon adjectives are all to 
be avoided. Illustration must be real- 
istic and in good taste. Layout should 
avoid startling or shocking techni- 
ques .. . it should be as traditional 
as possible. 


@ Offers made by advertisers should 
follow established business practices. 
“Come-ons” and new “gimmicks” 
are also likely to fail. 


@ Because the florist considers him- 
self an artist, the advertiser must 
make more than usual use of design 
in layout . . . because he is appealing 
to a person whose sensitivity to de- 
sign is especially well-developed. 


@ The advertising pieces must pos- 
sess maximum sensory appeal, an 
appeal to vision and touch. Illustra- 
tions should be clearly reproduced, 
realistically colored. Type-faces 
should be simple, clear and pleasing 
to the eye. Paper stock should be 


pleasing to the touch. 


@ Every precaution should.be taken 
to avoid smudges or blemishes in the 
reproduction processes. In addition 
to this visual and tactile appeal, the 
copy should contain a judicious use 
of words which evoke sensory stimu- 
lation words like rich green, 
thickly leaved, balanced form, 
smooth, glossy, ete. 

Underlying these recommendations 
was the concept that advertising 
pieces must always promote emo- 
tional, and not just rational, involve- 
ment of the reader. It was in obed- 
ience to this cardinal psychological 
principle that we covered every im- 
portant aspect of the florist’s person- 
ality and character . . . then recom- 
mended detail how copy, 
as the general presentation of the di- 
rect mail, should “connect” with 
emotions and life goals of the cus- 
tomer. The end result was that we of- 
fered a human target, which through 
our analysis, became as familiar to 
the copy writer as if he were a mem- 
ber of his family or his most intim- 
ate friend to whom he might appeal 
in full knowledge of “what makes 
him run.” 


as well 


A Study of Mass Markets 


Now you will say that however 
successfully this approach may work 
out in the case of a homogeneous 
group, it could never apply to mail 
ings where masses of people of every 
occupation, age group, social back- 
ground are involved. 

‘the answer of motivational re- 
search here is that the solution very 
often lies with researching and dis- 
covering the motivations which make 
people want to buy certain services 
and products in the first place. The 
moment you isolate and illuminate 
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the psychological factors at play in 
a buying situation, you are not in the 
dark any more: you deal with recog- 
nizable hum im emotions, you deal 
with men and women you know and 
understand. 

To illustrate my meaning, let me 
quote another study by our Institute. 
This was done for the Book-of-the- 
Month Club, a prominent user of di 
rect mail. Our assignment was to es- 
tablish the reasons why people join 
the Club: why they leave it: how it 
would be possible to delay the can 
cellation of their subseriptions: and 
also to examine the Club's direet 
mailing pieces and establish their ef- 
fectiveness (or lack of it) from this 
psychological point of view. 

Evidently, in this case. we were 
not dealing with a specialized crowd 

but with men and women in al! 
stations of life. The 
therefore, to reach and influence an 
anonymous mass. In order to do so. 


problem Was. 


we had to discover what these mil!- 
lions had in common. Purely quan 
titative research offered no solution 
Even if the age groups occupations, 
sex, ete.. of the subscribers were 
known down to the last detail. they 


would only add to the confusion. 

Only 
establish a common denominator by 
answering such questions as: What 
do the subse ribers expect to get oul 
of their membership? Do they feel 
their intellectual and status 
would be enhanced by joining? What 
is the symbolic meaning in their lives 


motivational research could 


SOC tal 


of the membership? 

Briefly. we found that the majority 
of — most-likely future 
shared a number of hopes. fears and 
They 


were pseudo intelles 


members 
expectations. subconsciously 
felt that they 
tuals, and hoped that the Club would 
make them into real intellectuals. 
They wanted tangible proof of being 
well read. They considered the high- 
quality enrollment books as a pss 
chological premium for their ideal- 
ism. Among further motivations. 
Book-of-the-Month Club was expect 
ed to offer a lesson in living, and to 


start them on a new adventure 
that of the mind. 

On the negative side, we 
that after enrollment there were a 
number of factors which wore down 


found 


the original glamor. People chafed 
under the authority of the book 
judges. They were irked by being 
given too many best sellers: for you 
didn't have to be “in the know” to 
find out about best sellers, and so 
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their prestige was not enhanced. 
Another factor, even more serious 
involved the accumulation of unread 
books. It aroused guilt feelings. And 
many of those who failed to renew 
their either became 
tired of keeping up the pretense of 
being well versed in cultural matters 
or prided themselves on having out 


subscriptions 


grown the Club. 

There were many other features 
our motivational study revealed, but 
these few examples illustrate amply 
our approach, Once more, as in the 
case of the florists, the task was to 
discover the living reality behind the 
anonymous Once more, 
our techniques permitted us to sin- 


addressee. 


gle out a personality, almost an in 
dividual complete with his wishes and 
gripes, ambitions and fears. Then we 


said to the promotional people: 
“These are the men and women with 
whom you deal, whose attention you 
must capture, whose minds you are 
called upon to And we 
pointed out the precise questions they 
raised in their minds. We catalogued 
the fears they entertained and the 
ambitions they cherished. In ordet 
to be effective, we had to isolate both 
the negative and the positive factors. 
The copywriter thus faced a two 


fold duty: 


1. He had to neutralize the negative, 
by bringing subconscious fear, anx 


Hnpress, 


ieties, resistance into the open and 
giving them a reassuring, encourag 
ing twist. (As an example, we in 
sisted that subscribers be told they 
are not duty-bound to read the 
hooks they receive immediately. They 
may lay them aside for vacation 
reading. This was to rid them of 
guilt feelings over not reading the 
hooks as fast as they came in.) 


2. The copywriter had to reinforce 
the positive aspects. This phase of the 
promotional literature aimed at tell 
ing the Club member how right’ he 
was in his motivations which had 
made him join. Without noticing it, 
he received encouragement and sane 
tion for his reasoning: he felt he 
was doubly right and the process 
couldn't but powerfully enhance his 
lovalty to the Club. 

Here then, are two case histories 
among many. However sketchy, they 
inevitably must remain in the frame 
work of a short article. [ hope they 
have successfully illustrated the ap 
proach, the method and the invigor 
ating new contributions that motiva 
tional research brings to direct mail 
advertising. 


Just running your fingers through this 
Kit of 1,000 STOPPERS (gimmicks), 
generates a warming influence upon 
your cerebral chemistry. In a matter of 
seconds, ideas begin to bubble into a 
pattern of organized excitement and 
you are ready to whip a winning sales 
letter into shape. Kit contains 1,000 
STOPPERS, 50 copy and promotion 
ideas, dozens of examples of sales letter 
showmanship in action. All only $12.75 
You must be pleased or your money 


back 


Gales Letter 


The only service of its kind. Issued 
monthly, it offers an exciting profusion 
of original copy and promotion ideas, 
seasonal slants, dramatic captions, bm 
pact tie-ins and illustrations, starting 
paragraphs, plus samples each month 
of the newest and most dramatic STOP 
PERS (gimmicks! Only $12 per year 
Satisfaction gua teed or your money 
back, Send your subscription now and 
receive Special Bonus Packet of 77 
Copy and Promotion Ideas, plus newest 
Samples, FREE 

Write for free catalog on your business 

stationery 


A. AUGUST TIGER 


545 FIFTH AVE., N. Y. 17, N. Y. 


Pictures Tull Stories .. . 
Pictures Make Sales... 


We all know whot that Chinese philo 
sopher said about a picture. He really 
said a mouthful. Send pictures in your 
mailings. A photo of your product 
tells a better story than all the words 
And remember that “seeing is believ 
ing.” Use low-cost genuine glossy copy 
photos to tell that story or sell that 
product. We can give you quality prints 
in any quantities rapidly and eco 
nomically 


Pictures Make Sales—USE PICTURES! 


KEHRES Photo Service 


1454A Hayden Avenue, Cieveland 12, Ohie 


Hand-Lettering 


HAND-LETTERING FROM FILM 
$1.00 a word 


All styles No minimum No “extras.” 
Glossy print for reproduction 
24 hour service—delivery anywhere in USA 
Order from Style Book DM free on request 
Film Lettering Division 
RAPID TYPOGRAPHERS, Inc. 
305 East 46th St, New York 17 


MUrray Hill 86-2445 
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OY writes Emily Post. “Dear 
Mrs. Post,” he says, “please tell 
me the right way to send my girl a 
proposal.” 

“Son”, Emily writes back, “there 
ain't no wrong way.” 

So maybe the letter boy writes 
girl, proposing marriage, doesn’t 
need much “sell” in it (if) you. 
reader, are feminine, be assured that 
any old “yes” will do in reply). 
But most letters you'll write during 
your lifetime will be trying to 
make some kind of a “sale.” In 
your business life, it’s almost safe to 
say 

All letters are 


“sales” letters. 


Reporter's Note: We've deliberately saved 
this for the last. Another GREAT tolk which 
belongs in this study. We happen to know 
thet in « confidential survey of the reactions 
of the students at the recent University of 
Minois Management Course, John Yeck’s 
presentation wos voted as the most helpful 
and inspiring. There's another reason for 
having it here. One of our critics read the 
manuscript for Section One of this study. 
His only criticieom wos that we hed not in- 
cluded in Significant Developments the 
CHANGES IN COPY. “What changes?” we 
asked. Some of the copy used in the earliest 
direct mail was better than we see today. 
| reminded our critic that some of the copy 
in the Bible has never been bettered. Also 
thet 74% of the material in the New 
Testament consists of letters. Or wos it 77%? 
Se we planned to wind up this study with 
@ studious analysis of copy. John D. Yeck is 
well-known to most of you. Partner of Yeck 
ond Yeck, Dayton, Ohio. Past president of 
MASA and once a director of the DMAA 
He wos the copy mainspring of the DMAA 
Code of Ethics Committee. He has studied 
the past, analyzed the present and knows 
what can be done in the future .. . with 
copy based on knowledge of fundamentals 
You'll probably like it os well as the listen- 
ers at Urbana on June 20, 1955. With this 
final talk, we'll close the present study. 


by John Yeck, Partner 
Yeck & Yeck 


Now, I define a “sales” letter as 
one which seeks to inform, convince 
or persuade. So business reports, 
memos, requests, instructions . 
all qualify. Even the “Open Letter 
to Citizens” which the Chairman of 
the Board uses to tell his side of a 
strike or anti-trust suit is, or should 
be, a “sales” letter. 

Therefore: if you can write a good 
sales letter, all your correspondence 
is more effective. You do a_ better 
job of informing, convincing, or 
persuading. 

It follows, then: study the funda- 
mentals that make sales letters suc- 
cessful (not the words or phrases, 
mind you, for they are different in 
every case). Make these fundamen- 
tals part of your thinking. They'll 
prove valuable tools. 


What Are The Fundamentals? 


Those of you who are chemists, 
physicists, mathematicians or author- 
ities on-raising-o th e r-people’s- 
children are bound to be disappoint- 
ed. Writing letters is not an exact 
science. There are no laws, axioms, 
or dicta. For we are always writing 
to people. And people, darn ‘em, 
differ. 

Our problems are psychological. 
Every word has a slightly different 
meaning to each of us. So, our let- 
ters are full of inexact 
with which we hope to change the 
mind of someone else. That's the 
only place, you see, where a letter 


mbols, 


does any good. In the reader's mind. 
So our “fundamentals” are tem- 
porary theories, not eternal truths. 
And they never stop changing 
because people never stop changing. 
But here, at this moment, are eight 


All Letters Are 


Sales Letters 


“fundamentals” of letter writing. 


They might help you. 


Fundamental 1: Before you write: 
put yourself in the other fellow’s 
shoes. Dale Carnegie says, “The only 
way under heaven to get a man to 
do a thing is to make him want to 
do it.” This side of guns or black- 
jacks, he’s right. 

Remember the Shell Oil ad some 
years ago? The gas station attendant 
got into more and more trouble with 
his hard-of-hearing 
ally the old codger rasped, “What's 
that can you have in your hand?” 
“Golden Shell,” the attendant said. 
“Go there yourself.” shrieked the 
ex-customer and drove madly away. 


customer. Fin- 


Proving: It's not what you say 
that matters. It's what the other 
person thinks. 

As you write letters, then, visua- 
lize the reader. Write not only to 
him, but for him. If you're writing 
a group of people, learn their com- 
mon characteristics. Know their in- 
terests. Be sure your letter appeals 
to them. Not to you, or your boss, 
but to the people you want to in- 
form, convince or persuade. When 
you do this, the tone and content 
of your letters changes as you change 
addresses: You sell your product ot 
idea to accountants with one letter. 
different 
ideas, to sell the 


You use words, perhaps 
different 
thing to bank presidents. 

Most of us make this adjustment 
automatically when we write to 
friends. But when we write business 
letters to strangers they all sound 
alike. Even though we know that 
accountants and bank 
don't buy our product for the same 
reason, the letters are the same. We 


sane 


presidents 
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could switeh envelopes without mak- 
ing any difference. 

There should be a difference. So, 
hefore you write a letter, put your- 
self in the reader's shoes. Look at 
the subject from Ais point of view. 
After you've written it. but before 
you mail it. read it with “his” eyes. 
Because this is so hard to do, one 
man | know puts every really impor- 
tant letter in an envelope, slides it 
across the desk, walks around to 
the other side and “pretends” to be 
the ipient. 

I go one step farther. A copy of 
every advertising letter | write is 
sent to me at home. When [| open 
that letter. entirely removed from the 
environment of its preparation, 
see it with fresh eyes. Its too late 
to help that letter, of 
course, but it helps with future ones. 

Why is this so important? Well, 
Joe Cook, a pre-television vaudeville 
comedian, used to say, “Of all my 
wife’s relatives. | like myself the 
best.” People always laughed. They 
knew what he meant. They felt that 
way themselves. So it’s not surpris- 
ing, is it. that a reader pays more 
attention to your letter when you 
write about his problems, from his 
point of view. Of all his wife's rela- 
tives, he likes himself the best. How 
about you? 

We Americans have a word for 
this understanding-of-the-other-fel- 
low’s-point-of-view. It's empathy. 
The Spanish have a word I like bet- 
ter. “He is simpatico”, they say. 
When we write letters to get other 
people to do things, we must—first 
of all, be “simpatico.” 


particular 


Fundamental 2: friendly. The 
fellows who wrote fifth grade Eng- 
lish hooks must answer for a good 
deal of the waste in letter writing. 
They are the ones. if your school 
curriculum was the same as mine, 
who first introduced you to “Busi- 
ness” and “Friendly” letters. To 
this fifth grader, with his less-than- 
logical fifth grade mind, that meant 
business letters weren't friendly. 
bet you took it that way. too. My 
teacher didn’t stop there. The let 
ters she used as examples of good 
business letters weren't friendly. 

Maybe the letters were good 
examples then. I doubt it. Anyway, 
they aren't now. Today, there isn't 
the slightest differen e in tone 
tween a good business letter and a 
good per sonal letter. 

Read that 


again. Again. Once 
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ADVERTISERS MAILING SERV: 
AKane-Kiernan Organization 
45 WEST 18th STREET 

NEW YORK 11, N. Y. 


Telephone— 
ALgonquin 
5-4500 


SPECIAL DELIVERY 


, INC. 


— FOR SALE — 


AUTOMATIC GRAPHOTYPES 
MODEL 6740 


TELETYPE PERFORATORS 
MODEL 7700 


PERFECT CONDITION 


LIKE NEW 


SACRIFICE PRICE 


Write or Pho 
REACH-ALL COMPANY 


3118 Quentin Road 


Brooklyn 34, N. Y. 
ESplanade 5-0254 


“For Want of a Postcard 


a_sale_was lost” 


Like the proverbial nail that was 
missing in the shoe of the Gen- 
eral’s horse, many a sales cam- 
paign is doomed to failure be- 
cause it lacks an important de- 
tail. 

Make sure—in fact, be positive— 
that your next advertising pro- 
gram includes a SHORECOLOR 
postcard. Because in a SHORE- 
COLOR card you will find that 
winning combination of meticu- 
lous craftsmanship and loving 
pride in graphic arts perform- 
ance that predestines success. 
And, like the nail in a horse’s 
shoe, it costs so very, very little. 


Full-color cards on Champion 10 pt. 
Kromekote postcard: Size 3'2" x 
6,250--$106 50,000-—-$ 445 
12,500-—-$162 100,000--$ 695 
25,000—$285 250,000-—$1,675 
Write jor Sample Kit of cards which 
have proved successtul jor many of 


the country's leading advertisers 


SHORECOLOR, INC. 


DIV. OF SHOREWOOD PRESS 


304 East 45th 
New York 17, N. Y. 
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If you own 
any of these 


TYPEWRITERS 


(Manuol or Electric) 


Auto-typist can turn itinto 
on Automatic Typing Machine 


R.C. Allen 


Smith-Corona 


The Auto-typist will turn any of- 
fice typewriter into an automatic 
letter-writing instrument. It will 
enable a typist to turn out 100- 
125 average-sized letters a day per 
unit. One operator can easily han- 
die four or five Auto-typist units. 
Find out how Automatic Typ- 
ing can save you time and money 
on standard correspondence. Mod- 
els for all sizes of industrial, insti- 
tutional or business offices are 
available. 
PREE 11! ovt the coupon below for your 


copy of Auto typist’'s complete booklet 
telling of 160 ways to use automatic typing 


Auto-typist? 


FSS 


American Automatic Typewriter Co 
Dept 290, 2323 N. Pulaski Road 
6 Please send me o copy of “How to use the g 
Avte-typiw.” 
Nome 
Compony & Title 
Addres 
City lone Stote 


O.K. 


business letters friendly. 


more. Got it? Keep your 

Jack Lacy, ace trainer of salesmen. 
says, “People buy for one of only 
They think what 
you're selling is worth more to them 
than what they give you for it: or 
2) They like you.” That's true 
whether you are selling things or 
ideas. 

Why do people want to do things 
for you?: 1) Because they think it's 
to their advantage; 2) Because they 
like you, 

Whether people like you or not 
has a great deal to do with how you 


two reasons: 1) 


get along in business. Naturally. It's 
fine to say “Business is Business”’, 
but Business has to be Fun. too. 
People who are going to spend most 
of their non-sleeping time working, 
want to work with friendly people 

. » with people they like. 

Ben Franklin said: “We buy not 
so much for the proposition as be- 
cause we like the seller.” 1 he mod- 
ern salesman brings the idea up to 
date with: “The three hardest things 
in the world to do: a) to climb a 
fence leaning toward you: b) to kiss 
a girl leaning away from you, and 
ec) to sell a prospect who's leaning 
toward somebody else.” 

You want the reader to like you, 
to lean toward you .. . so make your 
letters pleasant, cheerful, happy. Be- 
cause the cheerful, happy mood is 
the “buying” mood and you 
want your reader in a “buying 
mood” whether you're selling goods, 
services or ideas. 

Can you see why those first two 
fundamentals are so 
When you “put yourself in the other 
you ll automatically 
tell him why he should do or be- 
lieve, what you suggest. When you 
are friendly likeable . . . he 
will want to follow your suggestion< 
Sound reasonable? 


important 7 


fellow shoes’’. 


Those two guideposts will help you 
decide what to say in your letter. 
There's nothing more important than 
that. 
motion we say, “A good proposition 
will shine through some pretty ter- 
rible writing.” Still, if you are to 
really effective letters, you'll 
have to do a good job of writing, 
too... 80 you'll be interested in the 
next five fundamentals. 


Fundamental 3: Aim for the Bulls. 
eye. Every letter you write should 
be a working one, with a single aim: 
To take the reader from where he is 
to where you want him to be. 


In advertising and sales pro- 


send 


So before you start to write, be 
sure you know what you 
want the reader to know or do after 
he’s read your letter. Make the best 
guess you can about his position on 
Then, in vour let- 


exactly 


the matter now. 
ter, cover the points between. 

Finally, Push him to action. Tell 
him what you want him to do, and 
how to do it. 

While you're writing, don’t ram- 
ble. Stick to your knitting. Your let- 
ter can be long... you may have 
to cover a lot of territory to make 
your point. That's O. K. But don’t 
confuse the reader by getting off the 
track. A straight line is still the 
shortest distance between two points. 
Before you finish, be sure you've 
given him all the facts he needs to 
decide to do what you want him to 
do. Then be sure you've asked him 
to do it. 

If you realize, as you read the 
letter before mailing it, that you've 
wandered from the “straight line”. 
do it over. It's much better to spend 
a few minutes having a letter re- 
typed than to spend a week waiting 
for the wrong answer. 

I know one direct mail 
who begins each letter by 
the reply card even if he isn't 
going to include one. Then he writes 
the whole letter with that card in 
mind. You can do that with any 
letter. Start by writing the answer 
you want to receive. Then plan the 
letter with that i 
If you want agreement on a 


writer 
writing 


whole answer in 
mind. 
new plan, start out by writing, “Yes. 
George, the idea is sound. Count me 
in.” Then aim for the bulls-eye 

Fundamental 4: Keep your. letters 
Clear . . . easy to read. Sherman 
Perry, of Armco, speaks 
from his years of letter 
“Anything that 
will be 


soberly 
writing. 
can be misunder- 
stood, misunderstood.” he 
says. 
Many people can't write letters 
that “read Often that’s be 
cause they don't think the letter 
through. Their ideas are fuzzy. so 
their writing is vague involved 
hard to follow. Fuzzy letter 
writers often have poor transition be- 


easy. 


tween paragraphs. They leave holes 
in their logic. They overestimate the 
reader's knowledge. 
Sometimes they write 
with more than one possible mean- 
ing. They send one idea; the reader 
receives a different one. But the 
most common error is the simplest. 
It’s the language used. The sentence 
construction. The phrases. The 


sentences 
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words. Many letter writers suffer 


from too much “education. 

You, for example, may have spent 
twelve to sixteen years in school let- 
ting teachers and professors cram 
more and more words into your 
head. You've been exposed to statis- 
tics proving that large vocabularies 
go with high salaries. Well, they do. 
The president of a corporation gen- 
erally needs a larger vocabulary 
than his janitor. People who do 
precise thinking, think in precise 
words and precise words are 
often 

big and complicated. Big shots 
use big words. 

But teachers and professors of- 
ten fail to tell Successful 
people use long, complicated words 
to think with. They do not use them 
to inform with: to persuade with: 
to write letters 


latinesque* and  polysyllabic 


you this: 


to convince with 
with. A social worker, thinking about 
his problem (or, even, possibly, talk- 
ing to another social worker) may 
refer to “the periphery of the com- 
munity,” but if he expects to have 
the public understand a Letter to the 
Editor, he'd better say, “Around the 
edge of town.” 

Each accountant, engineer, sales- 
man 
word-world of his own. He 


soon begins to live in a 
uses a 
that 
people outside his profession only 


professional cant, or jargon, 


vaguely understand. Engineers can 
talk to engineers, lawyers to lawyers. 
but they can’t tell people anything 
until their message has been trans- 
lated into ordinary English. 
Advertising men are often worst 
of all. Many of 
live with Their vocabulary 
grows like yeast. Pretty their 
ads are full of five-syllable stuff. Un- 
fortunately, ordinary people don’t 
talk that way. They don’t work with 
words. They just use the ones they 
And those turn out to be the 


them love words: 
words. 


need. 
same old simple words over and over 
again. 

Clifton Fadiman says, “Whenever 
people are short on ideas, they tend 
to use big words.” So don’t be faney 
when you write. Say it straight. 
Fancy writing satisfies the writer but 


plain talk gets results. 


*Editor’s Note: Is there such a word? 
Author's Note: 
Editor's Note: What's it mean? 


Note Full of 


sufhxes, or seeming to be. 


There is now. 


Author's prefixes, and 
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Watch your technical terms, too. 
Every profession and industry uses 
words not generally understood by 
the public. 
long or difficult 
tising, the words “copy.” “layout,” 
“art.” “cut.” “mat.” “rough” and 
“offset” are technical terms. But out 


side of advertising, they have other 


These are not necessarily 


words. In adver 


meanings. 
“Cut” 
printer 
ferent to a butcher, a movie camera- 
labor 


means one thing to a 


something entirely dif- 
man, a surveyor, a leader, a 
doctor, a dressmaker, social 
climber, a college professor, a tennis 
player, a bridge player, ete., ete. 

You can hardly overdo simplicity 
in letters. Use simple, declarative 
sentences wherever you can. Put the 
subject first, the verb next and the 
object last. Don’t say: “Our product 
has generally been accorded satis 
factory acceptance at the consumer 
level.” Say: “Most people like Wheat- 
ies.” Almost everybody can under 
stand the first sentence. But the sec- 
ond sentence reads easier: hits hard 
er; stays with the reader longer. 

Short too. Most 
everyone agrees with that. 

Actually, 
number of words in a sentence that 
counts. It’s the number (and kind) 
of words in a thought. No matter 


sentence, be sure a 


help, 


sentences 


however, it isn't the 


how long your 
chain of clear thoughts leads logi 
cally to You can 


do that with short sentences. Lots of 


your conclusion. 
people do. They count the words in 
Every 
words goes out. It works 
It’s safe. 


phrase 


rac h sentence. sentence overt 
so many 


pretty well, too. 


But others 
phrase and conjunction upon con 


heap 


upon 
regardless of sentence 
letters with- 
writing a sentence 


junction, 
length finish theirs 
out ever contain 


ing less than a dozen words 


and still 
standable and 


under. 
They'll 
sprinkle a paragraph full of colons, 


remain readable. 


interesting. 
dashes, commas and dots . . avoid 
finality of a 
though it were the plague. 


period as 
They 
jump; jerk; jostle (putting in par 
enthetical 


ing the 


asides as they gol: use 
unusual punctuation 
to make their 


line. So you can 


peculiar and 
and still manage 
thoughts stay in 
use either short or long sentences, as 
long as your thoughts hold together 
and follow 
order. 


each other in a logical 


abstract, 
meaning 


than 
your 


rather 
make 


Concrete, 
words help 


New Booklet tells wee 


How to 
Increase 


LETTER 
PULLING POWER 


The effect of a personally 
typed letter cannot be de- 
nied. A typewritten appeal of 
the right sort, on any worthy 
product or service, means 
success. The only question is, 
how can the cost be held 
down within the range of the 
item you are promoting? 
Auto-typist provides the an- 
swer. 


How to use individualized 
Auto-typist letters is thor- 
oughly discussed in the book- 
let. Proven techniques of 
letter writing, follow-up and 
general correspondence are 
covered, also. Fill out the 
coupon to receive your copy. 


World's Largest Manufacturer of 
Pneumatic Typing Equipment 


AMERICAN AUTOMATIC 

TYPEWRITER COMPANY 

Nept 29 

2323 North Pulaski Road, Chicago 39, til 
Gentiomen 

Please send me a copy of ‘Quantity with Qual 
ity through Auto typist Personalized Letters.’ 
Name 


Company & Title 


Addew 
City lone Stote 
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| 
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SUBSTANTIAL SAVINGS 
REBUILT 


1 YEAR GUARANTEED 
Addressing & Mailing 


Machines—Supplies—Equipment 
~* * 
Addressograph & Elliott 


= All modeis hand 
& Electric includ 
ing latest current 
models. All sup 
plies as well as 

fast, accurate em 

hossing of all 

styles of stencils. 


Machines 


New Felins Pak-Tyer + 


alas all make 


rebuilt tyera 


Can tie almost 
anything faster, 
neater and bettor 
than by hand 


Duplicating Machines 
¢ A, B. Dick 


Multigraph 


Standard & Ditto 


Liquid Duplicators 


Pitney Bowes 
METERED 
MAILERS 
Latest M odele 
RA, RG, & RS 
Also 
Mailometers 


Hi-Speed A & AV 


Mail Bag Racks 
Single & Doubles 
(larger to order) 

All steel pipe with 
revolving casters and 
special slip-out flip-out 
hooks. 

Easily moved, weight- 
ed bags easily dropped 
and bags held wide 
open. 


ALSO 
Letter-openers, folders, sealers & 
stampers. 


Write for prices and circular 
Dept. RP, 40 West 15th St. 


New York 11, N. Y. 


MAILERS‘ EQUIPMENT CO 


That's 
Specific examples do, too. 
“stuff-shirt” in 


your letter writing, either. Don’t let 


clear. natural, of course. 


Please don't be 
false ideas about “correct grammar” 
or “dignified style” 
writing stuffy. It's 
know the rules of grammar, of 
course, But it's more important to 
know that grammar is a_ living. 
adaptable thing. Grammar was in- 
vented in the first place to help make 


make your 


important to 


meaning clear. Whenever the “rules” 
obscure the meaning. 
Clarity is the 


of grammar 
the rules are wrong. 
over-riding ruler. 

Winston Churchill, as does any 
colorful writer, occasionally uses a 
preposition to end a sentence with. 
Once a proof-reader, in his gram 
marical zeal, “correeted” one. 
Churchill 
then scratched in the margin: “This 
is the type of errant pedantry up 
with which | shall not put.” 

Use the tools of Grammar and 
Rhetoric to help you write with 
clarity and force. Don’t be stuffy. 

Does this mean you should “write 
the way you talk?” Well, just about. 
slight differences. You 
can use inflections in your voice to 


returned to the original. 


There are 


help make your meaning clear; you 
cant in a letter. The written word 
is usually briefer, more direct. But 
that’s about all. If you know the 
man you are writing to, the langu- 
age you use with the fellow at the 
next desk will do... and you write 
to a stranger as you would talk to 
him. 

Business letters should be brie/. 
But “brief” 
Some people take that to mean that 
letters must be short. Not so. They 
should he concise 


is a dangerous word. 


no longer 
. but they shouldn't 
be “caught short” of a single idea 
they need, 

Babe Herman, then of the Brook 
Dodgers, 


than necessary .. 


once reported to 
training camp well overweight. Next 
day one of the sports writers heard 
that Babe had been ordered to lose 
20 pounds before opening day. He 
asked about it. Said Herman: “Well, 
I could do it allright . but Id 
look mighty funny running the 
bases with only one leg.” 

That's the danger of trying to 
make letters short. Too often you 
chop off an important idea. It’s 
O. K. to squeeze the fat out of a 
letter just as you'd squeeze the fat 
off Babe Herman . . . but you can't 
skip anything if you want convic- 


tion. You must tell all the reader 
needs to know to reach the conclu- 
sion you want him to reach. 

Your words, your sentences, your 
thinking and the steps you take to 
must all be 


reach conclusion 


clear. 


Fundamental 5: Make them inter- 
esting. Keep them moving. Orville 
Reed, a crackerjack letter writer of 
Howell, Michigan, likes to make 
this point: 

“You can't bore a reader”. If you're talk- 
ing to a man on the street, you can han 
on to his coat lapels to keep him from 
leaving. If you are addressing a crowd 
you can have the janitor lock the doors 
and nail down the windows. To a /is 
tener, you can be a frightful bere. But 
“You can't bore a reader.” If you're talk 


reading Therefore, if you'd have your 


letters read; make them interesting.” 

Of course. if you've followed the 
first four fundamentals—( particular- 
ly if you've “put yourself in the 
other fellow’s letter 
should be interesting to the reader. 
After all, you've started with his in- 
terests so the subject of your 
letter will be 
Still, regardless of the subject, the 
reader will lose interest if your writ- 
ing is dull. 

Fortunstely, most clear, friendly, 
interesting 


shoes your 


interesting to him. 


“Simpatico” letters are 
just as written. If they arent, you 
can increase interest by re-writing. 
When you do, these 
are some things to remember: 

Most dull, stodgy letters are full 
of passive verbs. 


if necessary. 


If you've ever been in the service, 
have some bad habits to 
break here. “style” in 
letter writing is awful. Its all pas- 
sive. The easiest way to make ‘em 


you may 
Government 


interesting is to switch all the verbs 
to the example, 
you'd change, “As it has been set 
forth in our guarantee... to “Our 
guarantee says... ”. 

So your first step is to shoot a 
hypo into your verbs . . . give them 
action... zip. Take a paint brush 
to your nouns and adjectives 
make them colorful. Use “picture” 
words, 

Keep your letter moving. Don't 
sweep back and forth over the same 
idea trying to clean it up. Say it 
clearly and be gone. Get to the next 
thought and the next. . . al- 
ways on a bee-line toward your goal, 
shave off the fuzziness to increase 
interest. 

Then salt and pepper your letter 


active case. For 
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with personal references. Don't be 
afraid to say “I and “you”. If 
your great aunt Matilda belongs in 
the act, rope her in. “My Maiden 
Aunt Matilda once met a_ million- 
aire who (Interesting 
references, to 
other 


ready 7). Personal 
reader or any 


yourself, the 
person make easy, interesting read- 


ing. 

If conversation fits into your let 
ter, use it. by all means. Letters 
that include conversation are auto- 
matically interesting. Conversation 
not only looks interesting. it gene 


ally is When you put 


conversation in a letter, you usually 


interesting. 


perk up your copy. It spurs the 
You'll like it. 


you plac e the letter on 


imagination. Try it 

The way 
the letterhead can help make a let 
ter interesting, too. Leave plenty of 


Vary the 


length of your paragraphs . . . us 


margin on both sides 


a short, one line paragraph occa 
sionally. Keep your type clean. Use 
ribbon. Type toon 
paper, letter will look, 
and feel, worth-while. 


a good good 


Then your 


Every one of those points is help 
ful. but you can forget them all if 
youll do one thing. Make up your 
mind to try. Say “My letters are go 
ing to be more interesting from now 
on”... and they will be. The de- 
sire to write wide-awake letters will 
do more than anything else to make 


them interesting. 


Fundamental 6: Be Believable. 
is lost unless your reader believes 
what you say. telling the 


truth is not enough, either... your 


Simply 


reader must accept it as the truth. 
The problems you face in making 
some facts and arguments believable 
or acceptable would fill a book. I 
won't take time for them here. But 
you can do these things: 

Touch the common chord People 
tend to believe arguments cast in a 
familiar frame of reference. That is. 
you talk hog-talk to a farmer, but 
on a college campus start your stuff 
with comments about books, boys or 
babes. 

Be specific. Use figures, proper 
nouns, precise examples. Don't use 
universal statements like “Everybody 
thinks 
works.”’: 


best.” (See hew 


“This plan always 
“Our product is the world’s 
smart were P&G. 
Ivory soap is L0OY “pure”, if you 
don’t say pure “what”. But 
genius threw away 56/100 and came 
up with a much believable 
slogan. 


some 


more 
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letters 


he sincere and 


Obvious sincerity makes 
helievable. Better 
honest when you write. Don't exag 
gerate. Your 
through even if you aren't a polished 
. and dishonesty will catch 


sincerity will shine 
writer 
up with you no matter how. slick 
you think you are. 


Fundamental 7: /} |’. Yes, Be You 
Let yourself go. Writing good let 
. . like painting. It's 
fine to study the styles and methods 
of others, but unless your own per 
sonality shows through your letters 


ters is an art 


they won't be the best you can write 


In many cases, vour letters are 
you. In business you write letters 
to people you've never seen. They 
build a mental image from your let 
ters. It is the only they Il 
ever know... your entire “person 
ality” will come through your let 


ters. So, don’t copy others . . . ex 


“you 1 


press yourself. Use your words, your 
ideas, your way of saying things. U 
you're enthusiastic, write with en 
thusiasm. If you're feeling cheerful 
write cheerfully. 

There certainly are important ex 
ceplions to that. Regardless of how 
you feel, for example, never send a 
letter that will offend. Never. never 
never mail a letter written in anger. 
You ll cool off, but the written words 
stay hot forever. 

Does this mean if you're the dull 
and headache-y type your letters 
will be dull and headache-y? Well, 
yes. But you don’t need proof from 
me. Dull people write dull letters 
solution is to change 
trouble is. 


Their only 
their personality. The 
some happy. cheerful, friendly peo 
ple write dull letters, too. Because 
they think “standard 
proper way to write 
ters. That’s bad. 


there is a 
business” let 


Do your best to build a happy. 
friendly 
letters reflect it. 

To “BU” is very 


soon as you begin to write business 


personality. Then let) your 
important. As 


letters youll want to improve them 
You ll read articles and books about 
letters. Fine. But be careful. Stay 
away from the “Medicine Men of 
Mail” the writers who have a 
“cure-all” for you, or sell collections 
of letters for you to copy. 
“Copy-cats” in letter writing have 


about the success as “COpY 


say, dress designing. At a 


same 
cats” in, 
quick glance, we cant tell the dif 
ference between the original dress 
and the $12.95 copy of the $49.98 


$64,000 QUESTION 


For Mailing List 
Users... 


Do You Know 

Which 10 large lists are the 
most consistent profit pro- 
ducers for direct mail mail- 
order advertisers? 

Which of these lists pulled 
about $64,000 in profits on a 
single mailing? 

Which large “old” list is still 
outpulling many new lists for 
a great variety of offers? 
Which of these “hot” lists are 
most likely to make money 
for you? 

if you use mailing lists for mail order 
sales, the answers to this little quiz may 
help you hit the direct mail jackpot. Our 
research department is constantly digging up 
fresh new lists, and compiling the facts, 
figures, and results on known lists. Our back- 
log of experience and proven results can 
save you countless $$$ in wasteful testing 

We will be only too glad to sit down with 
you at your convenience and go over some 
facts and figures that may give you a new 
concept of big-time direct mail advertising 
Just check of the questions you want answer- 
ed and pin to your letterhead—or still better 
pick up the phone and call us. 

By the way, if you haven't already 
registered your lists with us, why not do so 
today and start reaping the extra profits our 
rentals can get you. 


MAILING LISTS, INC 
381 FOURTH AVE, NEW YORK 16, N. Y. 
MURRAY HILL 4-4991-2 


I'm pressure’ artist, 
have been for years! Have no 
overhead, no assistants, no 
stock art. Always ready to draw wnat 
you want-the way you want it - promptly, 
cheerfully, reasonably. Write and I'll send 
you one of my Doodler's Memo Pads! 


RIN Thompson Mbertining Art 


BOX 134, WYNCOTE, PA. ( 


L.H.B.M.A. 
tthe Me 
Med zat ‘ 
GYMER—2125 E. 9th St., Cleveland 15. 
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PENCILPRINT looks like actual 
Pencil. Hos mony applications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


48 21st Street New York 10, N. Y. 


POSTCARDS and 
ADVERTISING 


You, like Bustersweet (Day and Young), 
can secure postcards and all forms of 
direct advertising luerature at budget prices. 
Write today for samples and information 
to the nearest Crocker office, 


Dept, 2-9 


SAN FRANCISCO, 720 Mission - LOS ANGELES, 
YORK, 23 BALTIMORE, 1600 S$. Clinton 
2080 7th CHICAGO, 360 N. Clark - NEW 


An Ad Agency thot Loves DIRECT MAIL 
Many age jon't went bey 

with MAILVESTISING Some don't have the 
know-how). Direct Mail is no stepchild here! 
We co-ordinate spece advertising with it 


“That Fellow Bott's 


Leo P. Bort, Jr., 64 E. Jockson, Chicoge 


copy of the $195.00 original 
but. up close, the effect isn’t the 
same. 

Letters that look alike won't nec- 
essarily work alike, beeause prob- 
lems always differ. 


Fundamental 8: Write early and of- 
ten... carefully. 


Write, write, write. And write 
with care. Study the problem before 
you begin analyze your mis- 
takes later. Keep copies of your let- 
ters. Review them after a few 
months. You won't learn from your 
mistakes unless you study them. 
Psychologists say basketball players, 
practicing, can learn as much from 
the baskets they miss as from those 
they make . . . but not if they shoot 


blindfolded. 


Any kind of good writing takes 
practice. Lots of it. But letter writ- 
ers are lucky. Novelists sometimes 
write for two years before they find 
out they have a flop. We can start, 
finish and fail with a letter in a 
couple of day s. 


So, write, write, write. Even if 
you have a “flair” for writing, a 
“head” for business and a “way” 
with people, you are millions of 


words away from being a cracker- 
jack business letter writer. There is 
only one way to overcome that 
handicap . . . write, write, write. 

That’s my story: “All” letters are 
“sales” letters because they seek to 
inform, convince, or persuade. You'll 
write better letters if you think of 
fundamentals, these eight among 
others: 


. Put yourself in the other fellow’s shoes. 
. Be Friendly. 
. Shoot for the Bulls-eye. 
. Keep your letters Clear; Easy to read. 
. Make them Interesting. Keep them Mov- 
ing. 

6. Be Believable. 

7. BU. Let yourseis go. 

. carefully. 


Tommy Hendricks, star outfielder 
for the New York Yankees, once 
said: “Catching a fly ball is fun. 
Knowing what to do with it is a 
business.” | guess that goes for let- 
ter writing, too. Writing a letter is 
fun. Knowing what to put in it 
so it will inform, convince or per- 
suade—in a clear, friendly, interest- 
ing, believable way—that’s a_busi- 


8. Write, write, write . . 


.« 


but still fun. @ 


MASA’‘S HISTORY OF LETTERSHOPS 


For an entertaining and informative account of early days in Chicago lettershop industry 


get the booklet recently issued by Chicago chapter of the Mail Advertising Service Associa- 
tion. Titled Record of Achievement. Edited by Chorles von Weller. Copies can be obtained 
from any member or from MASA president Bob Rylander, The Rylander Company, 216 W. 
Jackson Blvd. Chicago 6. Illinois. Shown above at MASA’s recent “Men of Vision” banquet 
(where the book wos unveiled) ore (left to right) Ned Lyon, formerly with the Von Weller, 
lyon Co.; Merritt H. Dement, formerly of Buckley, Dement & Co.; Bob Rylonder, president 
MASA, Chicago; Bill Morgan, R. L. Polk & Co.; Ed Ryan, E. J. Ryan & Company (Supplier); 
and Dove |. Harrington, president Reuben H. Donnelley & Co. 
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CALIFORNIA 
DIRECT MAIL REPORT 


by HENRY HOKE 


On August 5 an American Airliner 
carried this reporter on his first trip 
west of the Rockies. We didn’t see 
much of the new country on account 
of stormy clouds. But Los Angeles 
is a beautiful sprawling picture from 
the air. 

The 34th Annual Convention of 
the Mail Advertising Service Asso- 
ciation was just getting started at the 
Statler. As was expected, there was 
a lower attendance than usual from 
the East . . . but that was com- 
pensated by the large turnout from 
West Coast states. 

Last year we had to make some 
nasty cracks about hotel accommo- 
dations and program planning. This 
year . . . can do a reverse twist. 
The Los Angeles Statler is tops for 
conventions, Ideal layout for exhibits, 
meetings, luncheons, parties, ete. All 
the employees most gracious. 
Couldn't dig up or imagine a single 
complaint. 

It was worth the entire cost of 
trip to hear Peter Shugart of South- 
west Engineering Company, at open- 
ing luncheon. He made best direct 
mail talk I've heard since Charlie 
Wiers thrilled me at the 1924 con- 
vention in Pittsburgh. His subject, 
“The Invisible Goldfish.” in- 
triguing. His delivery a combination 
of Will Rogers, George Gobel and 
Herb Shriner. Looking back at it 
now .. . he said nothing more 
than the highfalutin researchers and 
mass motivation experts have been 
expounding but did it so simply that 
even a child of twelve or less could 
understand. We ran a short story 
by Peter in September 1954 industri- 
al issue. Plenty of correspondence 
with him but had never met. After 
luncheon spent the afternoon trying 
to get his talk for The Reporter. 
Asked for manuscript . . . but Peter 
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pulled two cards (three by five) 
from his pocket. Twenty-seven lines 
of notes and doodles, It was off-the- 
cuff. Max Lloyd had a stenotypist 
on the job. Promised to send us 
transcript. It may not read as well 
as it talked . . . but we'll report 
it in full somehow. It will give 
you some wonderful ideas on how 
to find the invisible goldfish in your 
business. 

As usual, | didn’t attend many of 
the technical meetings as they are 
really restricted to members. Of 
course, | had to attend the panel 
chairmanned by H. H. which was 
titled, “Stump the Experts.” Ques- 
tions and answers were fun... but 
I realized again how difficult it is to 
keep questioners from making 
speeches, One question concerning 
father and son relationships in di- 
rect mail business nearly broke up 
the meeting. Could have lasted in- 
definitely. 

One nonscheduled event just about 
wrecked the Sunday afternoon pro- 
grams. Paramount staged a beauty 
show around Statler pool to select 
the most beautiful legs most closely 
resembling those of Rosalind Rus- 
sell. You know where most of the 
delegates were . . . at least those with 
cameras! Tried to get a picture to 
brighten this report .. . but Para- 
mount’s publicity department fell 
down on our request. Maybe they, 
like the Los Angeles newspapers, 
don’t like direct mail. Not a word 
in the newspapers about the conven- 
tion. Who cares? 

The parties were lively as usual. 
Always fun. No use trying to report. 
Trips to Disneyland and Ghost 
Town were enjoyed, especially by 
the youngsters of which there were 
plenty this time. 

One of the highlights of the pro- 
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Oh, Men! 
Oh, Oh, Women! 


Since the ladies comprise a huge 
buyers’ market it might be wise 
not to overlook 
Luise Storz 
“The Letter Lady” 


at Booth 23 DMAA Convention 

25 years specializing in Letters 
and the duplicat- 
ing of enclosures 
to accompany 
them. Offset, 
mimeograph, mul- 
tigraph. 


Chicago 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mall Order Letters that 
bring beck orders and cash... 
Contacting Letters that create and 
melatain good will between tales 
men's calls . booklets, folders, 
brochures, house orgens, circulars that 
do the selling jobs you want them 
to do. Fully indorsed by « nation- 
wide cilentele. Winner of two DMAA 
Best of Industry Awards 

Gold Medal editor 

“the world’s smallest house organ. 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


FOR CHANGE OF PACE 
IN YOUR DIRECT MAIL 
Promotion managers get 
low-cost results from 


2-color 11"x14" 
head, message, signa- 
ture reproduced big. 
Mailed to customers, 
prospects in giant en- 


velope. 18 pt. jumbo 
addressing. 


Fast details from S$. J. Nardone 
MAILOGRAPH Dept. 234 
39 Water St., NYC 4 (our only 
address), Member DMAA. 
Phone: BOw! Grn 9.7777 


MARKET COMPILATION 
& RESEARCH BUREAU 


“Largest Compilers in the West” 
lecal - Regional National - 
International Lists 
Meet Rose Rashmir ot the Morrison 
at the DMAA Convention—or see your 
list broker—or write today for your 
free list catalog. 

Address: 11834 Ventura Blvd. 
Nerth Hollywood, Collf. 


“Awards” 
Always like 
to see the glow on fac es of new 
award winners.. The gang at Curtin 
& Pease, Toledo, Ohio, won the cov- 
eted John Howie Wright Cup . . 
and were they proud! For the “Idea 
Supermarket” part of luncheon 
there were twenty-two MASAers at 
the head table. Each was supposed 
to give three profit-making ideas in 
three minutes flat. Held strictly to 
that time. Perfect program. But Hal 
Mitchell of San Francisco stole the 
show. He pretended to sell the mem- 
bers on three new products for di- 
rect mail production (with samples 
yet). His masterpiece . .. a Thumb- 
print Bond, so girls in multigraph- 
ing could keep fingers clean and not 
find it necessary to put dirty 
thumbprints on each sheet. Thumb- 
print designs already imprinted on 
paper. Good humor always packs a 
punch. 


John Yeck made a hit with his 
copy talk at closing luncheon held 
in conjunction with Los Angeles Ad 
Club. Good to see old friend, Chick 
Collier, general manager of Adver- 
tising Association of the West, for- 
merly convention manager of 
DMAA. The 1955 Miles Kimball 
Award went tardily to the Dean of 
Direct Mail, Homer J. Buckley of 
Chicago. 


Sunday 
luncheon. 


gram was the 


and “Ideas” 


The business meeting was calm 
and peaceful in contrast to last 
years stormy session. Elected to 
board were: Sydney Borock of New 
York and Alvin Meyer of Baton 
Rouge, Louisiana. Reelected: Lewis 
Fink of Baltimore. Don Hacker of 
Detroit was reelected president 
ond term). Likewise, Lewis Fink as 
McCollum of 
will hold 


with a 


vice president. Giles 
Donnelley’s in Chicago 
down job of treasurer .. . 
fat balance. 

After the MASA shindig was over 
on the 9th . . . the scene changed 
to the first All-Western DMAA spon- 
sored Direct Mail Conference. Good 
to meet so many Reporter readers we 
had known only through correspon- 
dence. Bob Hemmings of Bur- 
roughs a perfect chairman. Good 
morning program with the following 
speakers: George V. Rumage, mana- 
ging director of DMAA, New York: 
Robert G. Hill, manager of adver- 
tising, Columbia-Geneva Steel, San 
Francisco; Helen Murray Hall, ad- 
vertising & promotion, National 
Broadcasting Company, Hollywood: 
S. L. Pomeroy, branch manager, 


Reuben H. Donnelley Los 
Angeles: T. V. Bihler. 


Journal of 


Corp.. 
circulation 
director, Commerce. 
New York. 

DMAA President Art Theiss fea- 
tured at luncheon. Circles of Infor- 
mation in afternoon . with this 
reporter as windup speaker. Should 
say amazed speaker . . . to find the 
audience still there. 

Thursday, the 11th 
trip to San Francisco to be part of a 
panel with other easterners at joint 
meeting of California Industrial Ad- 
vertisers and Frisco American Mar- 
keting Association (arranged by 
Charlie Baake of Miller Freeman 
Publications, who was formerly ac- 
tive member of Hundred Million 
Club of New York). 

Enjoyed reunion with young cou- 
sin. Jinks, and her husband, Doug 
Guy, who runs an agency specializ- 


. a quick 


ing in direct mail accounts. Doug 
took me out to the fabulous Sunset 
Menlo Park 
where Bill Lane, Bill MeGrew and 
George Peiffer (formerly with Me- 
Graw-Hill) were perfect hosts. No 
wonder Pfeiffer looks so 
healthy and relaxed working in such 
Can't be 


magazine setup in 


George 
gorgeous surroundings. 
described in mere words. 

Back to Los Angeles for a reunion 
John (in news- 
hadn't 


with my brother. 
paper 
seen for fifteen years. 

Also enjoyed an evening with Bob 
(formerly Baum Folders) and Flor 
ence Orchard in their new home on 
top of a high hill in Bel Air. Equally 

. an afternoon swim with George 
Rumage in the pool on the new 
fabulous estate of Joan Caulfield. 
(She happens to be George's daugh- 


business). who been 


ter-in-law and is prettier and sweeter 
in person than on the screen.) 

A rush to the plane on Sunday 
morning, the .. . and off to New 
York. This time the skies were clear. 
Had a chance to see the wreckage the 
glaciers Grand Can 
yon; the twisting rivers: the Painted 
Desert: the peaks of the Rockies. 
Only when we came New 
York did the fog roll in Spent an 
uncomfortable couple of hours cir 
LaGuardia. But 


wrought: the 
close to 


ling landed 
safely filled 
with happy memories and a por ket 
full of notes on new ideas we lierpre 
to put into effect if and when we 
can find time to get around to them 

Thanks to all in California for 
the overwhelming friendship and 
hospitality. 


over; 


. and here we are 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box 91, Reporter, Garden City, N. Y 


SPEEDAUMAT—Three line embossing—$35.00 
per M. Also “B” and “E” embossing—write 
for prices. Advertisers Addressing System, 
703 No. 16 St., St. Louis, Mo 


ADVERTISING AGENCIES 


For pulling direct selling mail order advertis- 
ing campaigns in newspapers, magazines, 
trade papers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2- 
4751. Est. 1923. 


ART FOR OFFSET PASTE-UP 


Choose from more than 10,000 black and 
white drawings. Just clip and paste. Costs 
pennies—that's all. Write for actual sample 
“CLIP BOOK” and full details. Harry Volk 
JR. Pleasantville 24, N. J 


FOR SALE 


2 MULTILITHS MODEL 1250 
offset presses. Used only intermittently—in 
excellent condition. Write W. H. BRADY CO 
727 W. Glendale, Milwuakee, Wis 


PITNEY-BOWES Automatic Mailing and 
Sealing Machine. VARI-TYPER Model A20 
70 TYPE FONTS. Closing Office. Sacrifice. 
Write International Firearms Company, 22 
Kingman, St. Albans, Vt 


GRAPHOTYPE, mode! 6341, new in original 
case. All caps. Save $340. HARRY J. ABRAMS, 
124 . St. NE Washington 2, D. C 


Two (2) Auto-Typists, each with a good 


Royal typewriter, and one (1) Perforator for 
roll cutting. Late model equipment in good 
condition. Needs only basic maintenance as 


equipment hasn't been used in three years 
All fer $550. f.o.b. Cleveland, Ohio. Write 
Great Lokes Mailing, 1265 West 2nd 


FOR SALE OR EXCHANGE 


Class 1900 Addressograph 3 years old (like 
new) 100,000 Class B Frames (very good 
condition) 16 thirty drawer Addressograph 
cabinets for sale or exchange for Speeday 
mat equipment. Write, Lackzoom Laboratories, 
418 Wood St., Pittsburgh, Pa. 


HELP WANTED 


Terrific Opportunity 

Fast growing mailing list broker needs a 
“right arm”, someone familiar with mailing 
lists and direct mail. Capable of writing 
own correspondence, handle office. Creative 
thinking a must. Write giving background. 
starting salary, etc. Replies held in strict 
confidence. Write The Reporter, Box 93, 
Garden City, N. Y. 


LISTS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, Niagora on the Lake, Canada 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
Constantly Corrected 
Guaranteed 100% Accurate 
Retailers - Wholesalers - Manufacturers 
Banks - Churches - Institutions 
and 350 other lists to choose from. 
We charge only for addressing 
(usually completed within 3 days) 
SPEED - ADDRESS KRAUS CO. 
48-01 42nd Street 
long Island City 4, N. Y. 
STillwell 4.5922 


SITUATION WANTED 


PROMOTION MANAGER OR ASS'T Direct 
Mail Expert and top-notch administrator 
For 5 years, directed all promotion for pub 
lication with annual direct mail volume of 
5 million pieces. Thoroughly experienced on 
copy supervision, lists, testing, production, 
cost analysis and fulfillment. Box 99, The 
Reporter, Garden City, N. Y 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
reproduction. Free samples and details. A.A. 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif. 


WANTED MAIL ORDER LISTS 


ATTENTION 
LIST OWNERS 
Dunhill inaugurates a List Brokerage Depart 
ment and solicits data cards on any good, 
clean Mail Order Buyers Lists. Information 
to be incorporated in their 1956 Mailing 
list Catalog now being prepared 
At the DMAA Convention contact 
Herbert Dunhill 
55 East Washington St., Chicago 
Dearborn 2-0580 
Or write to our N. Y. Headquarters 
Dunhill International List Co. Inc 
565 Fifth Ave. N. Y. Plaza 3.0833 


CIRCULATION 
PROMOTION 
MANAGER 


Challenging opportunity with 


an expanding publication. 


National consumer magazine, 
located in the New York area, 
has position open for direct mail 
circulation man. Should have 
8-10 years experience in direct 
mail, including writing effective 
copy, list selection, and produc- 
tion. Salary dependent on 
proven record and experience. 
Write fully, stating age, etc. 
Replies will be kept in confi- 
dence. Our staff knows of this 
ad. Write The Reporter, Box 92, 
Garden City, N. Y. 


“HOW TO THINK ABOUT INDUSTRIAL DIRECT MAIL” 


a 112-page analysis and outline for industrial direct mail 
planning and execution. Offers advice from more than 70 experts 
in the field. Presents a detailed outline of 6 important phases to 
help you formulate a workable plan, build a successful industrial 
direct mail program. Send $3.00 for your copy now, to 
The Reporter of Direct Mail Adv. Garden City, N. Y. 
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DIRECT 


MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 


ACETATE — PROTECTORS 
47 N th St.. Milwaukee 3, Wis. (88 2.3372) 


r N.Y. (RA 99-9030) 
> N.Y.C. 10 (OR §-3240) 
N. Main. Freeport, N. (FR 9-243!) 


MACHINES 
Addreting Machi Broadway, N. Y. 7. N. Y. (HA 2-6700) 
Addr. Machir Cambridge 39. Mass. (TR 62020) 
Mailers’ Ea nt th St, N. Y. Tt, (CH 3.3442 
Saver & Wa oadway, N.Y. 13, N. ¥. (WO 4-0520) 


ASSEESEING TRADE 
Service. 91-71 Richmond Hill @ N. Y. (VI 6-322) 
Service & Roosevell Ave Woodside, N. Y. (HI 62730) 


American Direct Ma 19 Venice 
Los Angele 5 Calif (DU 86-1305) 
Martin Ad Aqer Dir. Sell. Mail ¢ 15 PA E. 40, N.Y.C: 16 (LE 2-475) 
Rostam Advert y (Mail Order) 1430 Grand, Kansas City 6 Mo. (HA 6469) 


ADVERTISING ART 
Box 20740. Los Angeles 6. Calif. (8! 9-9062 
6 West Clinton Ave Tenafly, N. J. (EN 3.4860) 
j Box Wyncote. Pa 
Traphus Art Studi Small Ads) 10th St.. Moline, | 


AGVERTIONS BOOK MATCHES 
Match Cors America WwW Chi. 32. (Vi 7.2244) 
Universal Match Corp 501 | _ t Lowis 3, Mo. (CH 1.3230) 


ADVERTISING SPECIALTIES 


Geo. McWeeney Ce By 87. 614 Campbe!l! Av W Haven. Conn. (WE 4.341! 


AUTOMANEC MACHINE-ADDRESSING SERVICE 
Circulation ate In 226 West Séth N.Y.C. 19 (JU 6-3530 
Globe ration. tin 480 Lexington Ave... N.Y.C. 17 (PL 3.7998 
Mudeon Fy n Mailing Service 7% West Broadway, N.Y.C. 7 (CO 7-4I7! 


TYPEWRITING 
Stone St. 4. (BO 9.0607) 
Darina P Milford, Conn. (MI 2-5800) 


44 78. (MU 
724 7th Garden City 


- 
~< 


Direct Advertising 


8S888sssssssz 


~ 


1015 S. Shepherd Dr.. Houston 19, Texas (LY 9126) 


BUSINESS CARD 
270 Latayette 12. N. (CA 6-6940) 


CATALOG PLANNING 
Catalog Planning 101 W. SSth St. N.Y. 19. (PL 7-1967) 
George F. MeKiernan & Ce 064 W. Van Buren Chi. 7, (TA 9.2424) 


CHRISTMAS STATIONERY 


The Newbern Company 707 W. Main % Arlington, Texas (AR §-2207) 


CO-OP CARD — COUPON MAILINGS 
Rosham Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 


COPYWRITERS (Free Lance) 


64 Jackson Bivd., Chi. 4, (HA 72-9187) 
e St.. Howell, Mich. (Tel: 65) 


nd. Kansas City 6. Mo. (HA 6469) 

N. Y. WN. Y. (JU 64662) 

79-15 Jamaica Ave., Jamaica 32. N. Y. (AX 7-1200) 
442 East 20th St.. 9, N. Y. (OR 7-4533) 


DIRECT MAIL AGENCIES 
n 610 Newbury Boston ( 6.7540 
108 N. State S 2.5336) 
9 Sih St. NY 2.8285) 
Boston 6-3360) 
N.Y 4-46!0) 
Atlanta 3 


22nd 6 | 
Milwaukee 2 Wis, (88 
m | C. (NA 

Ohio ($U 

17, N.Y. (MU 

N.Y.C. 17 (MU 

(Pt 

(CA 


R. L. Polk & Co 43! Howard 
Reply-O Products Co 7 Central 
Sales Letters, Inc 148 W. 23rd 
Sande Rocke & Co. Inc 9 
8. Sends & Company 6 Brightor 
The Smith Company 47 Beale S 
John A. Smith & Stef It Bes 
West. Emp. Dir. Mail Co., 612 Howard S$ 


DIRECT MAIL CONSULTANT 
Lawrence Lewis & Acsoc 175 Sth Ave.. N. Y. 10 N.Y 
Edward W. Osann 175.35 88th Ave., Jamaica 32, N. Y 


DIRECT MAIL EQUIPMENT 
American Auto Typewrite: Co., 2323 N. Pulaski R., Chicago 39, Ill. (EV S15 
8. H. Bunn Co 7605 S$. Vincennes Ave., Chicago 20 (HU 3-4455 
Cheshire Mailing Machines In 417 W. Altgeld Ave.. Cr 
Corbin Wood Products 
Felins Tying Machine Co 395! N. 35th St. Milwaukee 
General Binding Core 812 West Be 
inserting & Ma)! ng Machines Co 
international Autopen Co... 1026 20th N.W 
National Bundie Tyer Co 
Piney Bowe in 
Scriptomatic, inc N ith St 
Sea!-O- Matic Machine Co Se Hacter 
Thome Collator 50 Ch 
8. Verner ‘ 462 Due 


DIRECT MAIL SUPPLIES 
73 Sullivan St.. N 


ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Mach. Co.. Inc. 64 W. 23 St.. N.Y. C. 10 (OR 5.3240) 
Clear Cut Duplicating Co 149 Broadway, N 6, N.Y. (WO 4-4457) 
Creative Mailing Service 460 N. Main Sr. Fr ort, N.Y FR 8 4830 
Elliott Addressing Mach. Co 117 Leonard St.. N. Y 3 (WA 5.137! 


ENVELOPES 
American Envelope Mfg. Corp...60 Beekman St 
The American Paper Products Co 
Atlanta Envelope © 
Berlin & Jones Co.. Inc 
The Boston Envelope Co 
The Century Envelope Co 


Fragrance Process Co 


he Clasp Envelope Cc 
Enveiope Co 
Cupples Envelope Cx 
s Hesse Corr 4175 N 
150 Vandert 
pe Co 
tv Envelope Co 
Gaw O'Hara Envelope Co 


Wolf Detroit Envelope Co...14700 Dexter Blvd Detr 


ENVELOPE SPECIALTIES 
Curtis 1000 Inc. 150 Vanderbilt Ave... W. Hartford | 
Direct Mail Envelope € 
Du Plex Envelope 
Garden City Envel« 
The Sewdon Co 


Tension Envelc pe Co 


1th & Campbe sas t Mo. (HA 0092) 


FOREIGN 
91 7th N 


FOREIGN POSTAGE 


Lahey New tHyde Park 


FUND RAISING 
William M. Proft Associates 27 Washinator E. Orange 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-01 Queens Bivd.. Woodside 77, N. Y. (NE 9.7500 


IMPRINTERS — SALES LITERATURE 
Circulation Associates, tac. 226 West Séth St.. N.Y.C. 19 (JU 6.3530 
L. P. MacAdams Co 301 John St.. Bridgeport 3, Conn. (ED 42167 
INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded-Nationwide 977 McDonald Ave., Brooklyn 30 N. Y JL 3.1143 
Circulation Associates, inc. 226 West Séth St.. N.Y.C U 6-3530 
INVISIBLE INK 
Morley W. Jennings East Orange 


LABEL PASTERS 
200 North St.. Teterboro, N. J. (HA 8-194 


Sande Rocke & Co., Inc (WA 4.1551) 


Foreign Postage Service 


N. J. (OR 48308 


Potdevin Machine Co 
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— 
St. Detroit 21. Mich. (WO 1-9470 
N. Y N. Ys (WA 9-6028 
th Ave., N.Y.C WA 4-155 
Active Bavipment Supply 47-3 Ave Bostor 4, Mas [ST 2.8947 
Address-O Rite Stencil! & Ma nan Francisco, Cal. (SU 1-656 
the n St.. Boston 8, Mass. (LA 3-6545 
3 
(RE °-2244) 
Belmar T 
Belmar Typing 
vhapins Tye 
12, N. ¥. (MO 3.1582) 
ru. 
N. Y. 38, N.Y. (CA 67152) 
Liverpe (FU 5-4240 
ree Atlanta |, Ga. (EL 3686) 
N.Y. WA 4.4400 
Se Ambassador Letter Se Dedham, Ma FA 5.46700 
oR Margaret Mitche neapolis 15, Minn. (GE 3663 
BOOKS Bleecker Si. N. Y. 12, N. Y. (SP 7-035 
| Art & Tech Photo Eng. Horan Eng. Ce N. Hawthorne, Melrose Park. Ill. (ES 8-62!/4) 
eg Reporter of Direct Ma 60 Furman St., Brooklyn 2, N. ¥. (TR 56285 
Cordially Y Kingshighway. St. Louw 5 M EV 3790 
es Dogs That ( b Tree t Ave.. W. Hartford 10, Conn. (JA 2-122! 
How To Get The Right Stort in Howard St.. Detroit 16, Mich. (TA 5-2700 
er How To Think About Direct Ma OI N. Rockwell St., Chi. 18 CO 7.3600 
al — How | Think At Lette N. Sacramento Bivd., Ch 2 (NE 8.1200 
How At Readershig Direct Ma The Gray elope Mig 55.33rd kivn 32. N. Y. (ST 82900 
How Dire Me es Management Problems Envelope Co 4500 Cortland St hi. 39 CA 7.2400 
ee How To Think At Showmanship in Direct Me Rochester Envelope C 72 Clarissa St.. Rochester 14 N. Y. (HA 2404 
Be ee How 7 Thnk At + Me le The Standard Envelope Co 1600 E. 30th St. Cleveland 14. O. (PR 1.3960 
yep ow tu ar siling ention nvelope ore amobe anse ty 00 
im T 1th & t K Cc M HA 0092 
The Plain Jane of Direct Ma Tension Envelope Cors 522 Fifth Ave. N. NW. Y. (MU 2.4644 
How To Think At industrial Direct Ma I Transo Envelope Cx 3542 N. Kimball Ave. Chicaa a it R 
Tranto Envelone Co 22 Monitor St.. Jersey City. N. J. (HE 4.1587 
Hy eee BUSINESS BRIEFS United States Envelope Co Springfield 2, Mass. (RE 6-72! 
Wetmore Co United States Envelope C 217 Broadway. N. Y.. N. Y. (BA 7-5700 
The 749.8! Cleveland | O. (PR 1.8470 
8. O. Hit, Ine 
Conn. (JA 2-122! 
WA 4.0500 
2. itt. (NE 8.1200 
@ (CO 7-3400 
N.Y. (PL S 
— 
Rostam Advert (Me 
Frantiin Werther 33) 
john Yeargain 
American Mail Adv 
Homer J. Buckley 
Chase & Richardson 
Dickie Ray nd ne 
Dickie Raymond, 
Direct Ma Services 
Duffy & A in 718 N. 4th 5.7852 
veneral Office Service 527 6 St... N.W 8.5348 
Frederickt E. Gyme 2125 E. Mh Sr 4220 
Harrison Se e Mi Med A 
Hickey.Murphy D James Gray, inc. 216 2.9000 
Proper Pre ' 29 Lafoyette 6.4787 
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ray n Mfg. Co Framingham, Mass (re 3-351) Whitt Northmore Schultz 5 Eim Lane, Glencoe, Il, (GL 2499) 
Per Label Cc Murray } MATCHED STATIONERY 
abe 518 Walnut Philadelphia 2. Pa. (PE 5.6999 Tension Envelope Corp & Campbell Kansas City, Mo. (HA 0092) 
ETTE 
A. August Tiger 545 Fifth Ave.. N. Y 17. N.Y. (MU §-9552 nddresing Machine 7, (MA 
LETTERHEADS MULTIGRAPH SUPPLIES 
. er Prin "9 Ce 10 Me " — Tel: 85126 Chicago int Ribbon Co 19 S. Wells St.. Chi. 6 I. (ST 7800) 
Harper Engra "9 i Pri 283 E. Spring t 5 AD 5057) “tack Type Co., Inc 55 Fulton St.. N.Y.C. 7 (BE 3.1487) 
R H. 270 R Lafayette St.. N. Y. 12. N. Y A 66340 
Peerless Lithoaraphing 4313 Diversey Ave hi 39 1 SP 2.7000 MULTILITH & MULTIGRAPH MACHINES 
W ibury & W tte Tel: 4-172 Addressing Machine & Equip. 326 Broadway, N. Y. 7, N. Y. (HA 2.6700) 
mall ADVERTISING PACKAGING 
Advertise ste 22, Pa. (AT 1-6144 ation Associates, Ir 226 West Séth N.Y.C. 19 (JU 6.3530) 
Ad Serv 45 Ww N. Y At 54500 Pack-It (also Mail-tt ? Brown St.. Newark 5, N. J. (MI 2.7575) 
Ad } Es Mick ) 7.9535 
2547 PAPER MANUFACTURERS 
A etre ervice §2 2502 Appleton Coated Paner Cx 250 N. Meade St. Appleton, Wis. (41454) 
Ayer & Stret 4 BA 4340 T Beck Pape He or 
Ma es Se 4 N.Y j Bangor Maine (Tel: 822!) 
ire Z miltor ons Pa. (IV 3.3160) 
Ce er 48 E. 7 N. N. Y Al 4 830! Paper Erie, Pa. (Tel: 4-710! 
slation A ates 226 West 56 N.Y 19 (JU 6.3530 ternational Paper ¢ 20 E. 42nd St. N. Y. 17. N. Y. (MU 2.7500 
Mary Ellen Clancy 250 Park Ave N. Y. (PL 9-1520 ‘ Pa. (WA 2-544) 


Fulfillment Corp. of America 38) enter St ten ¢ 2-1187) Per or Paper ( pile Mich Te 42 

Genera Office Serv. inc. 527 6th St.. N. W. Washington | DB. C. (NA 8-5348 Rex Paper Cx Kalemar 99 Mich Tel: 2-015!) 

Inserting & Mailing Corp 2 Broadway, N. Y. 4 N.Y. (WH 4.3722) Rising Pape Snetates Ma (HO 47 

Krupp's Adv. Mailing Serv..228 S. Los Anaeles St., L. A (MI 8753 Wausau Pape Wa Chi. 2, | Fl 6 4786 
sft 2? W. Medicar 4 FR 2.8734 ford Pave 420 Lexinaton Ave.. N. Y. 7 (MU 5.3505 

The Letter Shor 67 Beale Sa Frar Ca SU A544 

Lincoln Letter Service ( 326 Broadway, N. Y. 7, N. Y.(BA 7.5770 PARCEL POST MAILING BOXES 

Me Wate 177 rrugated Paper Products Inc. 2235 Utica Ave., Bkliyn 34, N. Y. (ES 7-6112 


PERSONALIZED GIANT GRAMS 
Sande Rocke & ¢ Ine 97 Tth N.Y.C. (WA 4-155!) 


PHOTO ENGRAVERS 
ty s Bures st iN. J. (WE 2-5614 Horan Enaraving Ir 44 28th New York |, (MU 9.8585) 
Woodington Mail Advertising Ser 304 Arch St.. Phila. 7. Pa. (RI o-1840) Nassau Photo Engrav. Co 754 W. Biet St. N.Y. C. (PE 6.0817) 
MAILING — BROKERS 
*Archer Mailing List Serv 40 W th 19. N. (JU 6.3768 


Stud PrP oO Bridgeport |. Conn. (Tel: $3077) 


REPORTING 
38 Pork Pl Newark, N. J. (MA 2.3966) 


SS POSTAL INFORMATION 
4 Postal Digest 66 W. Me Rd., Valley Stree N. Y. (VA 5.0309) 


Boston 16, Ma (CO 6.3380 

J N 4 0 WN. Y (MU 6.2454) CARDS 
*D. Natwick % W. S?nd S NYC- 19 (CO Th " 4 St Milwaukee 12 Wis. (88 = 
» 


4% N.Y. 7 (mu 


PRINTERS —GRAVURE 


*James E. True A 4th Ave. N.Y. 16 WN. Y. (MU 9.0050 
narer 209 field enda Calif (ci 7718 PRINTERS = (T 9.2424 

- rae F. McKiernan & 1056 Van Buren, Chi. 7. | A 92 

© Members Nat al ¢ neil f Mailing + Broker 

- ET LITHOGRAPHY 

Active Eauis pply 47-31 3 Island City |. N. Y. (RA 9-9030 Ardiee service, | 
Albert Ma } y St N Y WN (RE 2.7573 4 be ‘ ch 9 mt (SP 2.7000 
A 400 A N M 6500 Peerle Lithoqraphing NYC (WA 4.155! 
A N. W. W le Rocke & ¢ ‘ 
‘ 613 Willow St., Port H 73 PRINTERS — LETTERPRESS & LITHOGRAPHY 
Bodine Ba e 444 E. Belvedere Ave... Ba e 12, M D 5.8900 Paradise, Pa. (ST 513!) 
Bookbuye 363 Broadway, N. Y. 13, N. Y. (WO 4.587 Cras 2729 St. N.Y. ¥. (LO 4-7430) 
Boyd City Dispatch 20 E. 23rd N. Y 0 N. Y. (GR 5.4600 
555 W. Jackson Blvd. Chicago & (HA 7-3862 _ PUBLIC RELATIONS 


SALES PROMOTION COUNSEL 
(Mail Orde PRE 40 N.Y. C. 16 (LE 27-4751) 


SEASONAL 
na ervice Jillen w r VA 1279 Thoms n & 09 Market P timore 2. Md. (PL 2.4806 

D " SAS Fif A N 1.0873 

Eli Kog W er, Ma WE 2780 SUSSCRIPHIGH FULFILLMENT SERVICE 
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The Macey Collator 


..» which automatically gathers printed sheets 
and mixed pieces of varying weights and sizes... 


now sold & serviced by 


Pitney-Bowes 


Originators of the postage meter .. . leading 


maker of mailing machines . . 


with offices 


in 94 cities in the U.S. and Canada 


Fast & efficient work saver- 


Gathering or assembling by hand is 
slow and tedious, usually takes a lot of 
time, a lot of people, or both; disrupts 
office routine, diverts high salaried 
workers from their regular jobs. 

This new Macey Collator is highly 
efficient, easy to operate—can gather, 
stack and staple from 3,000 to 4,000 
sets, or as many as 64,000 letter weight 
sheets an hour on the largest model. 

It is wholly automatic, and extremely 
accurate. The top sheet is lifted by air, 
carried by 
tray. Each collated set is checked for 
thickness. A faulty set will cause a 


suction to the conveyor 


stoppage, which is indicated by lights, 
and can be remedied in seconds. 

This machine is worth its cost in 
convenience alone, and soon pays for 
itself in personnel problems avoided, 
time saved, and faster distribution and 
mailing. Hundreds of users find the 
Collator invaluable in assembling form 
letters, bulletins, price lists, catalogues, 
instruction manuals, ete. 

The Macey Collator is now backed 
by Pitney-Bowes expert service from 
259 locations. Call the nearest PB 
office for information, or send coupon 
for free booklet and case studies, 


This & station model will 

gather up to 32,000 pieces 

an hour... handles sheet sizes 
from 3° x 5" to 12" x 17"... Also 
available in 4, 12 and 16 station 
models... Can be equipped with 
automatic stacker, and wire stapler 


Free 

Booklet 

Pitney-Bowes, Ine. 

TOLA Crosby St.. Stamford, Conn. 
Send free booklet & case studies 
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LOGISTICS — if you mail from 
the New York area you can now 
eliminate the expensive and time 
consuming problem of trans- 
shipping your envelopes. For 
right in New York City — a 
short haul from your mailing] 
point — you have at your dis- 
posal the oldest,yet most modern 
envelope manufacturing plant 
in the country. 


from /ogszomas, calculate 


Yes, we've been 
in the envelope business o 
long time. in fect thet is our only 
And we are proud thet in our 112 
years, we hove not only serviced some of the most im- 
portant orgonizotion: in American business —~ few ore pic- 
tured on this page — but hove helped in their growth and development. ge 


Our large plant, housing the finest equipment, supervised and maintained by 
the most? efficient and personnel in the envelope industry tedey is geersd jo 


to surround enti as, to envelop 
is not only a word. 
can save you valuable 
time and money. 
the one job 
why not give us ring, or drop vs @ line, and learn hew legistics con save your compeny beth valucble 


book today 


Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW — here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you — FREE — this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant. 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES... 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way of 
obtaining substantial extra net profits year alter year. 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
for MOSELY Volume Mail Order Seller Clients (who 
don't compete with you) . 


You can read this Book in only 10 minutes .. . and 
profit month after month .. . year after year. Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from You) 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


Mosely MAM. ORDER LIST SERVICE 


Mad Order hast Hondguarters 


@ How to find overlooked profits in your mailing lists — 
9-55 | 34.752 


@ How to stort 

@ The right rental rate for one-time addressing to your lists 
@ Added income for you year after year 

@ Why your nomes won't be copied 


Thesumof 


Pay to TOU, Ine. 


ie Mors 


SECOMD STATE STREET TRUST COMPANY 


@ Your questions answered 


Mose tf/ 


MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 
“Mosely sends the checks” 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary Year 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept. RC, 38 Newbury Street, Boston 16, Mass. 
Okay Jim, please send me my new FREE COPY of 
your 10-page Book “HOW TO DOUBLE YOUR 
NET PROFITS FROM YOUR MAILING LISTS”. 


@ 
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